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“The First Four Pages of the New Blue 


Book of Credit and Collection Letters Are 
Worth the Price I Paid for It!” 
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Read the Letter: 


Gentlemen: 


With reference to the Blue Book of 
Credit and Collection Letters, which the 
writer purchased a short time back: 

I am frank to say I think the intro- 
ductory or first four pages of this book 
are worth the price I paid for it. 

These pages contain good sound ad- 
vice that is worth a great deal to any 
one in credit work and more espe- 
cially to those who are just starting 
out. If I were a beginner I would not 
be without this little book for twice 
the price. 

I think the letters are splendid and 
the why and wherefores that go with 
them are so helpful, I do not believe 
anyone in this line of work will ever 
regret the purchase of one. 

Yours wery truly, 
L. V. Gibbs, Credit Mgr. 
M. Levy Co., Inc. 
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HIS new book, prepared especially for members of 

this Association, contains tested, proved collection 

letters; letters to revive inactive accounts and letters 
to bring in new accounts; “skeleton” letter ideas that 
you can adapt to your own letters. 


Letters for every credit and collection department need 
—33 of them—any one of them worth more than the spe- 
cial price we have made on this book. 


“Good horse sense in every line of it,” wrote one mem- 
ber. “Wonderful letters”; wrote another, “and worth 
plenty to retailers who will use them.” Hundreds of 
letters complimenting the book have already been re- 
ceived. Read the typical letter at the left. 


A glance at the subtitles will give you an idea of its 
contents: 


Make Your Letters More Effective—With the 
“You” Viewpoint 


The Secret of Prompt Collections—Uniform 
Credit Procedure 


Starting New Accounts Off Right (With a 
series of letters for use on new accounts) 


Educating Old Customers to Pay Promptly 
(With a series of letters for use on old ac- 
counts) 


Installment or Budget Account Letters 
Special Letters for Special Problems 


Letters to Revive Inactive Accounts (With re- 
ports of actual results) 


Letters That Build New Charge Account Busi- 
ness (Actual letters shown) 


SPECIAL PRICE $1.00 POSTPAID 
(To members only; to nonmembers, 


$1.50 postpaid) 
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P. S. Now in its second edition—2500 since April first! 
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Inactive Account Stickers 


For use on statements showing no 
purchases during the month: 





We Missed You 
Last Month! 
vv 
Anything wrong? If 
so, please give us a 
chance to correct it. 

We Value 
Your Patronage! 
© 1934, mw... a. 





Your cAccount 


Is Balanced! 
vv 


This is just a re- 
minder that we 
missed you last 
month. 


Use Your 


Charge Account! 
© 1934, w.m.c. a. 





You Don’t Owe 
Us a Cent! 


vv 


Yes! We've noticed 
it and we hope you 
will use your charge 
account this month. 


Your Patronage 
Is ~reeee 
© 1934, H.R. C. A. 





Price $2.00 per 1,000 
Order from 


Your Credit Bureau 
or the National Office 








Printed in one 
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A Protest on the Selling of Credit Terms 


HERE has been a growing tendency to stim- 

ulate sales through the breakdown of the 

credit structure—many promotions stressing 
the selling of credit terms. The quality and price 
of the merchandise, and service—all of which are 
of paramount importance—are not capitalized, the 
whole thought being to influence the customer by 
quoting terms which are not sound. 

Protests have been received at the National Of- 
fice from associations of retailers and of credit men 
regarding the proposed “Winter Sales Plans” of 
several of the manufacturers of electrical refrigera- 
tors. 





One plan offers the customer the refrigerator 
without a down payment, and with nominal 
monthly payments until March, 1935, after which 
date the regular twenty-four-month plan goes into 
effect. The customer is allowed $20.00 in lieu of 
warehouse rental. 


Another plan provides for the selling of refrig- 
erators on a nominal rental basis until March, 
1935, after which the regular terms of twenty- 
four months become operative. 

Still another plan provides for a down payment 
of $4.00 and monthly payments of $4.00 until 
March 1, the balance to be paid in twenty-four 
monthly installments thereafter—no carrying 
charge for the first four months of the contract. 

A further provision of the plan is that the re- 
frigerator may be returned on April 1, provided 
the customer has no further use for it or cannot 
continue the monthly payments. 


The electrical refrigerator “Winter Sales Plan” 
—probably the brain-child of some high-powered 
sales manager, desirous of increasing output for 
the manufacturer, regardless of the burden placed 
on the retailer—should be opposed by every re- 
tailer and credit executive. The retailer operating 
under such a plan is burdened financiaily, in that 
he must carry the customer for a longer period, 
which many retailers are not in position to do and 
—regardless of the dealer’s financial condition—it 

‘is a burden which should not be assumed, for the 
following reasons: 


1. It creates an unhealthy increase in the amount of 


outstanding Receivables 
y) 


2. The small equity in the merchandise and length of 
time in which to make payment increases the credit 
risk. 
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3. The breakdown of the retail credit structure by sell- 
ing terms instead of merchandise and service. 

4. It permits the manufacturer to set the terms on 
which the retailer is to sell his merchandise. 

5. The small equity in the merchandise may result in 
the return to the retailer of many refrigerators 
which would otherwise be retained, provided there 
should be a price reduction in the model sold or a 
later model is improved mechanically or in appear- 
ance. 


The matter of credit terms can be controlled by 
the many local merchants’ and credit associations 
and it is urged that letters of protest be written by 
associations to the offending manufacturers, in- 
forming them of their unwillingness to adopt such 
terms and that every effort will be made to dis- 
courage the adoption of the terms by other re- 
tailers. Copies of such letters or information hav- 
ing a bearing on the action taken by retail associa- 
tions should be mailed to the National Office. 

In cooperation with other National organiza- 
tions we hope to combat this evil and eventually 
show manufacturers the fallacy of such unwise 
policies, with the result that similar high-powered 
sales methods will be discontinued in the future. 

Retailers can profit by adopting a credit policy 
similar to that of the furniture dealers of Youngs- 
town, Ohio, which has been in force since Febru- 
ary of this year, and has been pronounced a suc- 
cess by the participating dealers. The following 
terms were agreed upon: 


1. A 20 per cent down payment. 

2. Six months’ time on purchases up to $50.00. 

3. Twelve months’ time on purchases up to 
$500.00. 


4. Eighteen months’ time on purchases over 


$500.00. 


5. A carrying charge of 34 of 1 per cent per 
month on deferred balances. 


Instead of a down payment of 20 per cent, it is 
recommended that the minimum down payment 
be 10 per cent—the maximum time on purchases 
up to $200.00 twelve months, over $200.00 
eighteen months—that the maximum time on elec- 
trical refrigerators be twenty-four months from 
date of sale, regardless of season—and that the 
down payment be $10.00 unless sold on the so- 
called meter plan. 
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Charging Interest on Past Due Accounts— 
It Is Being Done! 


URING the past sixty days it has been the 
pleasure and privilege of your General 
Manager-Treasurer to contact many suc- 

cessful retailers in different sections of the coun- 
try. It was gratifying to find so much interest in 
our recommended policy of adding a carrying 
charge on past due accounts—which indicates the 
eventual nation-wide adoption of such a plan. 

J. P. Allen & Company, of Atlanta, one of the 
outstanding women’s apparel stores in the South, 
have been charging interest for the past 10 years 
and the income has amounted to approximately 
half of the annual charge to bad debts. This is 
accomplished in a city in which the other retailers, 
up to this time, have not charged interest. 

Goldring’s, the outstanding women’s and chil- 
dren’s apparel store of Shreveport, Louisiana, have 
charged interest for the past 10 years and the in- 
come has almost offset credit losses for the same 
period. Theirs is the only store in Shreveport 
making an interest charge. 

According to the Treasurer of the Crosby 
Brothers Company, Topeka, Kansas, one of the 
leading department stores of that city, interest has 
been charged for more than thirty years, during 
which time the income from that source has offset 
the annual charge to bad debts. Jt also is the only 
store in that city charging interest on*past due 
monthly charge accounts. : 

The National Office has just received the fol- 
lowing from Mr. J. S. Merrill, President of the 
Springfield Retail Credit Bureau, Inc., Spring- 
field, Ohio: 

“We note what you say on page 2 of the 
November issue of The Crepir Wor tp regarding 
charging interest. We have had this in operation 
now for some little time and our merchants are 
delighted with it. We have about twenty-five mer- 
chants who have adopted the policy and are adher- 
ing to it strictly, and would not go back to the old 
method. Only yesterday our Collection Division 
salvaged an account of one of our members, on 
which he added $48.00 interest charges and ob- 
tained it. You can do almost anything if you have 
the courage.” 

The National Office will appreciate hearing 
from individuals or associations adding a carrying 
charge on past due charge accounts, with full de- 
tails. 


If there is still any doubt in your mind that the 
policy of chareing interest on past due accounts is 
practical or that it “can be done,” we invite you 
to read the article by James M. Clyatt, Credit 
Manager of J. P. Allen & Co., Atlanta, Ga., else- 
where in this issue. 
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A Greeting 


for Christmas 
an 


HIS is a time for remem- 
brances—the Season of Good 
Will—when, laying dull care 

aside for the moment and shedding 
all reticences, we may express to our 
friends and associates the sentiments 
nearest to our hearts. 


It is well that in the hustle and 
bustle and turmoil of modern life, 
there comes a time of pause, when we 
may for the moment reach into the 
depths of memory and revive and en- 
liven old friendships and express to 
those who have, in one way or an- 
other, made our tasks a little lighter, 
our heartfelt appreciation. 


“TI want to express to every mem- 
ber,” writes President Reed, “my sin- 
cere appreciation for the loyalty and 
the helpful cooperation which have 
been accorded us in the year now 
drawing to a close. 


“You have helped smooth over 
the rough spots. You have given us 
high hopes for the coming year and I 
can only say that from the bottom of 
my heart I wish each and every one of 
you a Most Happy Christmas and a 
New Year of Health, Happiness and 
Prosperity beyond measure.” 


And in this greeting we and our co- 
workers of the National Office heart- 
ily join! 


Linp.tey S. CROWDER 
Guy H. Hutse 
Artuur H. Herr 


DanieEx J. HANNEFIN. 
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EBSTER’S latest model dictionary is rather 
“cagey” in defining the words “profession” and 


“professional.” It tends to be rather exclusive 
and in a certain sense leaves one with the feeling that 
there are only three real professions. They are: Theology, 
Law and Medicine. 

Broadly speaking, however, a profession means a prin- 
cipal calling or vocation. To be professional implies /earn- 
ing, training, skill, expertness, high standards, and some- 
thing in the way of a code of ethics. 

Speaking of ethics, I am reminded of the boy who came 
to his father for a definition of the word. ‘Why, that’s 
easy,” said the father. “Only today one of our oldest and 
best customers came into the store to pay his bill and gave 
me one hundred dollars. After he had gone, I discovered 
that he had paid me one hundred and fifty dollars. Now 
comes the question of ethics. Should I tell my partner?” 

Before we undertake to determine whether or not we 
can qualify as professional men, perhaps, it would be help- 
ful to try to find out what our rightful place is in the 
scheme of things; more specifically, the place we occupy 
“in the particular business that employs us. 

I can illustrate my thought if you will pardon a more or 
less personal reference. 

It was my good fortune some ten years ago to become 
connected with a company which believes in a sound credit 
policy. When I had my first interview with the then 
President of our company, the late Mr. E. T. Rector, he 
used a very simple illustration to explain the part that the 
credit department must, and does play in our business. 

Mr. Rector drew three lines of equal length and form- 
ing a triangle. He designated the base line “the manu- 
facturing side of our business’ and emphasized that “we 
must make a good product.” The line to the right he 
called “the selling side of our business” and emphasized 
that, ‘“‘we must sell the goods we manufacture profitably 
and in such a way as to build a demand for them.” 

The third line he labeled the Credit Department and 
with equal emphasis pointed out that unless that depart- 
ment functions skillfully and efficiently our operations are 
not successfully completed. He further pointed out that 
when the manufacturing and selling processes are com- 
pleted, we have only ledger accounts to show for our 
efforts and are dependent on the processes of the Credit 
Department before we can again use our money in the 
manufacture and sale of products. 

Above all, he assured me that the credit department 
would always have “its place in the sun” and receive at 
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as a Profession 


By H. E. STORM 


Credit Manager, The Fairmont Creamery Company; President, 
Omaha (Wholesale) Credit Association, Omaha, Neb. 


An Address Before the Nebraska State Credit Convention, 
Omaha, Neb., October 19, 20, 1934 


all times proper and necessary support. In other words, 
it was performing a function of highest importance to the 
business and as such would be supported. 

I cite this incident from my experience to emphasize 
what I believe must be the sound background behind any 
successful management of credit. There must be a real 
appreciation on the part of the management of any busi- 
ness of the true place and function of its credit depart- 
ment and a sincere disposition to give to it that indispensa- 
ble support which, in my opinion, is too often superficial 
or lacking entirely. 

It has been mentioned, also, because it reveals, to my 
mind, the key position of the credit department in any 
business, large or small. We manufacture, or buy, goods— 
sell them—and have nothing to show except figures on 
sheets of paper, which must, and can, only be vitalized by 
skillful credit management. The bank balances which 
the credit, department extracts from the receivables are 
freighted with all the profits of the business. 

In my opinion, we cannot begin to justify our work as 
that of professionals unless we first of all conceive our 
jobs of managing credit as being of highest importance to 
the business we are engaged in. We must sincerely believe 
that the credit side is just as important as the other two 
sides of the triangle. 


Given a sound faith, and proper appreciation and sup- 
port by the management, the other factors that enter into 
good credit management are largely personal. Methods 
and machinery are indispensable, of course, but here we 
are primarily interested in the men who manage through 
methods and machinery. 


If you will again overlook a reference to my personal 
experiences, I will try to point out those factors of a per- 
sonal kind which I believe must enter into the making of 
a professional credit man. 


During the past eight years it has been a part of my 
responsibility to employ in the neighborhood of fifteen per- 
sons to manage credit departments at our branch houses. 
In selecting these men, I have kept in mind our belief that 
such persons must have certain, definite qualifications, if 
their work is to be successful. Stated another way, there 
are several important traits and qualities which, if fourid 
in combination in an individual, rather insure successful 
credit management. 

First of all, we realize that credit work requires good 
analytical ability. Ability to analyze facts, situations and 
conditions, whether they are concealed in a financial state- 
ment or only revealed in some other way. 
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The credit man is an appraiser of values. Since we are 
in the egg business, I tell our people that he is a “candler” 
of credit risks. He puts the good eggs and the bad eggs 
up to the light. 

I hold the view that credit is something which the debtor 
has that we are either willing or unwilling to take instead 
of money for our goods. We do not give a customer 
credit, we take his credit. Therefore, it is the credit man’s 
responsibility to know what he is accepting for his house in 
lieu of hard dollars. 

To do this kind of work requires persons of clear vision, 
who have regard for details, persons endowed with perse- 
verance and who can follow small clues diligently enough 
to discover important facts. 

The professional credit man must be thorough! He 
must work carefully and carry his investigations far enough 
to insure opinions and decisions in which he can place his 
fullest confidence. He must be a person who can make 
decisions and after he has made them, stand by them until 
he has new and better information that will justify the 
altering of them. 

In the second place, we realize that after the credit 
standing of a customer has been decided favorably, and his 
account appears on the ledger, we need a person of good 
administrative or executive ability. What we have taken 
from the customer for our merchandise in place of money 
has become one of our most delicate assets. We must 
look upon the Credit Manager as the person who must 
guard and care for all of these stable and unstable items 
which make up the receivables; wrapped up with which, 
in no small measure, is that thing we call good will and 
upon which sales so largely depend and which makes them 
still more delicate to handle. 

Obviously, he must be a person who has respect for-de- 
tails of administration. He must employ systems and 
mechanical aids and see to it that they function properly. 
Statements and letters must go out on time and at the 
right time. How persistent he must be! How tactful and 
how courageous, sometimes! 

He must know a great deal about writing letters and 
realize that it is an art. He needs to have imagination of 
the kind that enables him to see the other side of any situa- 
tion. How else can he deal with persons he seldom, or 
perhaps never, sees? ‘Tact and imagination tend to pre- 
vent those blunders which are the chief source of criticism 
and which stand out so prominently and painfully when 
a good customer is lost. 

Honesty ; being on the square always. These, and many 
other traits that insure ethical dealings, stand out, in my 
opinion, as marking the professional credit man. 

Then, there is a third set of qualifications which we 
cannot overlook. They can, in a sense, be summed up in 
the word “resourcefulness.” 

A person may be a good appraiser and judge of credit 
risks. He may, in addition, be a good executive and have 
all the qualifications necessary to watch the accounts on 
the books. He may have all the traits required to deal 
with the delicate relations between the customer and his 
house. Nevertheless, he quite too often finds himself in 
a position where he has to make the best of a bad situation. 

The resourceful person, under such circumstances, 
studies his problem. He goes out and gets first-hand in- 
tormation. He does not depend on rumors and hearsay. 
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He follows every lead that he can pick up. Finally, he 





decides on a course of action and carries it out without 
fear or faltering. He is never “licked” until he finds the 
situation hopeless. It has been my observation that such 
a person brings home at least some bacon, if there is any 
he can lay his hands on, and others wonder how he does 
it. He is resourceful. 


Trite as it may sound, I feel that I should say a few 
words about that overworked subject Cooperation. I be- 
lieve that the “lone-wolf” type of credit man is fast disap- 
pearing. Conditions today require that credit managers 
not only work together with others in the profession but, 
also, work in harmony with other departments in their 
business, and particularly, the sales department. 

I know of nothing that will prevent headaches and 
heartaches more effectively than a friendly atmosphere of 
cooperation with that department which is so vitally inter- 
ested in our decisions and actions. I doubt if any depart- 
ment of a business is confronted with so many cross cur- 
rents of opinions as to what should or should not be done 
as is a credit department, and the best insurance against 
these difficulties is a spirit of respect and tolerance. 

Cooperation with a sales department is, in my judg- 
ment, largely a question of temperament on both sides. 
Our professional credit man must be well balanced, and 
simple respect for the opinions of others goes far to balance 
the scales when there are “pros” and “cons.” A credit 
man can make decisions that are unfavorable or unpopular 
with the sales department and many times must do so. 
In doing so, he should not be offensive or unfair. We 
should remember that a good backbone is always respected, 
as is loyalty to well-founded opinion. 


May I sum up by saying that if we are to aspire to the 
station where we can justifiably call ourselves professional 
managers of credit, we must be efficient appraisers of 
credit. We must be good executives and administer our 
work skillfully; when we get into a jam, we must be 
resourceful; we must exercise all those qualities which 
these ideas imply. We must have the temperament to 
work with others. We must sincerely believe that the 
work we are doing is of highest importance and demands 
a high degree of intelligence. If we measure up to these 
standards, I believe our credit departments will be recog- 
nized as being highly important, the work of professionals. 

Without doubt, I have pictured a more or less ideal per- 
son. Perhaps, we can only aspire, but, if so, let us remem- 
ber that: 

“Tdeals are man’s imaginary standards of perfection 
which he uses as stars to guide his course, and which, like 
stars, are as beautiful as they are unattainable.”—Prin- 
topics. 


J. KROHN HERBST 


J. Krohn Herbst, President of the Herbst 
Department Store, Fargo, N. D., died No- 


vember 29, 1934, at the age of 41. 

For years he had been associated with the 
store, which was a heritage from his father, 
the late I. Herbst, pioneer Fargo merchant. 





Public Utility Credit 


and Collection Problems 


By J. W. MOSS 


Credit Manager, Washington Water Power Company, Spokane, Wash., 
President Spokane Retail Credit Association 


OT unlike any other business the success of the 
utility company depends in a large measure on the 
method used in extending credit on the sale of 

its service and the procedure of collecting therefor. Gen- 
erally speaking, the public utility operates under a fran- 
chise by which all the population within the bounds of 
the franchise are to be served regardless of their credit 
standing, whether good, bad, or indifferent. 

Under such a condition it is necessary that protection 
be given through the requirement of an advance deposit 
for guaranty of payment to be made before service is 
rendered in cases where the applicant is not reliable, or 
where for any other cause his financial condition does not 
warrant the extension of credit for service for a period of 
thirty days or even less. 

A rigid policy requiring advance payment from every- 
one is not wise or fair since many are in a position and 
are disposed to pay their bills promptly when due, and 
to such there should be no demand made for such pay- 
ments. To avcid any annoyance or embarrassment thie 
financ:al condition of the applicant should be carefully 
examined by the Credit Department as soon as possible 
after an application is received. 

This information should come through the local credit 
bureau and not through references given by the party 
asking for service, since in many cases such references are 
“hand-picked” and information from such a source is often 
unreliable. 


If possible, the Credit Manager should meet all ap- 
plicants for service at the time the account is opened, as 
this acquaintance creatcs a better understanding between 
the utility company and the public whom it serves. 


A few moments snent with each new applicant explain- 
ing the time of billing, manner and time of payment, 
rates, etc., will result in most cases in an earnest effort 
on the part of the customer to meet his bill each month 
when due. 

Where a discount is given on the bill if paid at a stated 
time, according to the rate schedule, such discounts should 
not be allowed if payments are received after the due date. 
The object of any discount is to have the use of the money 
and, if the customer is given the allowance after discount 
period has passed, the money for the service has not been 
available to the utility company and such procedure also 
encourages neglect in settling subsequent bills. 

The manner of payment of bills of any nature, whether 
for merchandise or service, is largely a matter of educa- 
tion as far as the public is concerned, and laxity on the 
part of the Credit Department in collecting bills promptly 


will soon reveal itself to the public, and the profit and loss 
account at the end of the year will tell the story. 

However, it is not reasonable to suppose that all ac- 
counts are going to be paid when due. Circumstances, 
such as unemployment, sickness, death, fire, etc., must be 
considered, and the utility, like any other line of business, 
must do its part in assisting in many ways to carry on in 
such cases to a point where the customer can meet his 
obligation within a reasonable limit of time. 

Due to the nature of the business of a utility with re- 
gard to the continuity of service, the credit man is often 
confronted with a problem that does not present itself to 
the concern that sells its goods over the counter. So, i 
order that the consumer may have the privilege of the 
service there may be instances where on account of adverse 
circumstances he should be called in to arrange for pay- 
ments, and it may be necessary to assist him in arranging 
a budget in order that he may pay his service bill and 
satisfy other creditors as well. 

Possibly he may be able to make small weekly payments 
in sufficient amount to reduce his bill. If so, he should 
be asked to pay on a stated day each week in so far as 
possible and a record of such arrangements should be 
made in the presence of the consumer and filed in the 
office for future reference with the thought in mind that 
there are two promises involved in the transaction: The 
customer’s effort to pay and the assurance of continued 
service by the utility company. 

If the terms are not met as agreed upon, the customer 
should be reminded promptly of his previous agreement. 
Then, if he does not present a plausible reason for the 
failure to pay, the account should be closed without 
further delay. . 

In cases where an account has been closed for cause the 
debtor should be required to pay the greater part of the 
bill due before service is resumed and definitely arrange 
settlement of the remainder. The telephone may be used 
to some extent in bringing in payments on overdue ac- 
counts, but caution should be used in this matter as such 
procedure has a tendency to cause many to withhold pay- 
ment until they receive the telephone call, and the collec- 
tion expense may be increased to an alarming extent by 
this practice with a company having many accounts. 

Customers will often ask that they be given a telephone 
call when their bill becomes delinquent, and such persons 
should be told frankly that owing to the volume of busi- 
ness it would be imposs’ble to meet their request, other- 
wise encouragement is given to a practice which grows 

(Continued on page 26.) 
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Maintaining 


By J. L. OWENS 


Credit Manager, Miller & Paine, Lincoln, Neb. 


An Address Before the Nebraska State Credit Convention, Omaha, Neb., 


October 19, 20, 1934 


change and it is fully recognized that in retail 

distribution the importance of retail credit can 
hardly be overestimated. Under the present organization 
of society it is almost impossible to carry on business with- 
out credit. The public desires the convenience and satis- 
faction of credit service. 

Since the public demands the credit privilege and quali- 
fies, retail establishments have seized the opportunity of 
establishing a profitable system of exchange. The volume 
of credit business has been on a gradual increase over a 
period of years. It is estimated that at least 85 per cent 
of retail and wholesale sales are based on credit. 

In view of the expansion and growing importance of 
credit as a factor in retail distribution, it is even more 
important that credit policies should be established on 
solid rock and the main foundations of such a policy be 
maintained. 

There are many factors which must be taken into con- 
sideration in establishing a credit policy. The firm must 
have regard first for its own individual circumstances. 
Therefore, a credit policy depends on store policy which 
will be conservative, liberal or lenient. 

The establishment’s credit policy depends on the finan- 
cial situation of the firm, the nature and regularity of 
community income, class of merchandise, customer per- 
sonnel, competitive conditions and current business 
volume. A 30 per cent credit business may be advisable 
under one condition while 70 per cent may be advisable 
and very profitable under another. 

In bringing to our attention the many factors which 
enter into establishing a credit policy, there are certain 
fundamentals which must be maintained regardless of 
changing conditions. These fundamentals, namely, Char- 
acter, Capacity and Capital, are the basis of all sound 
credit. They are not altered by changing conditions but 
are simply made more difficult in times such as we have 
been passing through the past several years. 

Credit is built primarily on confidence. It should be 
extended only to those who have the ability and willing- 
ness to pay and never in excess of the income out of which 
collection may be made. 

Now there are also certain unchanging fundamentals 
that credit granters must maintain within themselves 
throughout the days, months and years if they are to be 
entirely successful. First, the credit office should be con- 
ducted with the idea of courtesy always; second, the credit 
manager should always keep that trust and confidence 
which the credit applicant places in him; third, he should 


( has become a universal medium of ex- 
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A Sound Credit Policy 









always be fair minded and willing to place himself in the 
customers’ shoes. 

Change of conditions demands a change in operations 
and the routine manner of granting credit is sure to 
change but with it has come a highly efficient system of 
extending and controlling credit. At one time, asking for 
credit was like asking for a favor. If a man owed one or 
two business firms in a community he would work and 
save and really go without necessities to get it cleared. 

Today the merchant expects almost any kind of a re- 
quest for credit. The functions of a credit department in 
a retail establishment today are broader and more con- 
structive in their scope than even a few years ago, due to 
the keen competition in all walks of mercantile life. The 
credit department today is a sales department contacting 
customers and selling the store as well as merchandise to 
the public. 

More individuals are contacted either in person or 
letter through the credit department than by any other 
department or division of the store. The nature of inter- 
view or correspondence must be very diplomatic and of 
the highest type, for in most cases one is dealing with 
delicate subjects and human problems. Credit properly 
handled is one of the greatest assets which a retail estab- 
lishment may possess. It builds trade, confidence, good- 
will—transforms casual customers into steady patrons. It 
also has a great influence on future growth of a bus:ness 
establishment. 

The modern manager of credit sales is an important 
factor in the economic business life and he must have his 
department so well organized that he can meet accurately 
and promptly the responsibil!ties which are directly and 
indirectly his at all times. When one thinks of responsi- 
bility the mind immediately turns to the owner of the 
business, and rightly it should, but it should also turn to 
the buying public from whom the store owner rece ‘ves 
his business. Credit granters are coming to realize that 
they have certain responsibilities to the public which they 
can no longer disregard. 

The one very unpleasant result of the change of at- 
titude toward credit is that in some cases the funda- 
mentals of credit have not been maintained or character 
may have overshadowed the other two parts of the equa- 
tion. Character plus capacity means capital, but even 
character, overshadowing capacity, in granting credit 
means disaster. Many an honest, straightforward fcllow 
has allowed his desire to possess to completely oversiadow 
his better judgment. 

(Continued on page 26.) 






November Trends--a Fast-Reading Summary 


*  ...A nation-wide cross section of facts and opinions on retail collections and credit sales 
for November, 1934, as compared with November, 1933, compiled by Research 
Division - - National Retail Credit Association .. . 


» 


F THE 62 cities reporting for November, 1934, 
() 41 or 66.1 per cent of the total reported good 

collections, while in October, 1934, 29 cities out 
of 50 reporting, representing 58.0 per cent of the total, 
reported good collections; 54 cities, representing 87.0 per 
cent of the total, made an increase in their collections in 
November, 1934, over November, 1933, while 43 cities 
or 86.0 per cent of the total increased their collection 
percentages for October, 1934, when compared with 


October, 1933. 


Of the 62 cities reporting for November, 1934, 45 or 
72.5 per cent of the total, reported good credit sales, 
while in October, 1934, 36 cities out of 50 reporting, 
representing 72.0 per cent of the total, reported good 
credit sales as compared with October, 1933; 56 cities 
representing 90.3 per cent of the total, increased their 
credit sales in November, 1934, as compared with Novem- 
ber, 1933, while 44 cities out of 50 reporting, represent- 
ing 88.0 per cent of the total, increased their credit sales 
for October, 1934, as compared with October, 1933. 
For a detailed analysis, see recapitulation table at bottom 
of next page. 


Significant Facts 

Augusta, Me., reports a slight increase in collections 
for retail trade but for building supplies reports 25 per 
cent better collections, 35 per cent better credit sales, due 
to increased activities under the Federal Housing Act. 
Taking all factors into consideration, business in Maine 
has been much better for 1934, compared with 1933... . 
Uncertain textile activities in 1934 in Manchester, N. H., 
caused collections to slow up considerably. Credit sales, 
however, in restricted lines show a healthy increase. Buy- 
ing on credit appears to be conservative but steady in 
volume. . 

The first two weeks in November showed a substantial 
gain for credit sales in Syracuse, N. Y., but a slowing up, 
caused by unseasonable, warm weather, during the last 
two weeks. Collections slowed up somewhat when com- 
pared with October. . . . Pittsburgh reports a majority in- 
crease in buying with a slight improvement in manufactur- 
ing and employment. . 

The closing of a steel mill in Clarksburg, W. Va., has 
retarded a pick-up in collections ; however, it is expected 
that normal operations will be resumed shortly. 





atehemeniatite 











Comparative R 


. Increase 
Collec- . 


District and City ey 


or 
Decrease 


Decrease 





. Bristol, Conn. 
Augusta, Me. 
Fall River, Mass. 
Manchester, N. H. 
Providence, R. I. 


. Newark, N. J. 
Syracuse, N. Y. 
Utica, N. Y. ; 
Pittsburgh, Pa. 3 . 
York, Pa. i + 7.8 


. Charlotte, N. C. +18.0 
Charleston, W. Va. + 3.0 
Clarksburg, W. Va. - 2.0 


. Birmingham, Ala. +25.0 
Jacksonville, Fla. +20.0 
Savannah, Ga. +15.0 
Shreveport, La. + 7.7 
Charleston, S. C. —25.0 


. El Dorado, Ark. + 5.6 
Little Rock, Ark. + 4.0 
Topeka, Kan. +10.0 
Kansas City, Mo. + 6.0 
St. Louis, Mo. + 6.0 
Springfield, Mo. No change 
Nashville, Tenn. + 7.9 


. Peoria, Ill. +10.8 
Evansville, Ind. +25.0 
Bay City, Mich. +10.0 
Detroit, Mich. + 8.0 
Grand Rapids, Mich. +10.0 
Mt. Clemens, Mich. - 7.0 
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Davenport, Ia. 
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Muskogee, Okla. 
Tulsa, Okla. 
Amarillo, Tex. 
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El Paso, Tex. 
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Charlotte, N. C., reports, collections good while sales in- 
creased only slightly. ... 

Charleston, S. C., reports collections slow due to un- 
employment, still severe in that section; however, credit 
sales were reported good. . . . Jacksonville, Fla., reports 
that prospects are reasonably bright for good collections 
in December. Credit sales averaged a 35 per cent increase 
over November, 1933, while several retailers reported 
even higher increases. . . . Savannah, Ga., reports condi- 
tions improving in all lines... . 

St. Louis reports collections indicating a steady im- 
provement with just usual collection follow-ups. Indica- 
tions for continuance of better collections and steady im- 
provement of business is favorable. Credit sales still pre- 
dominating, business continues on a very satisfactory level, 
showing a steady advancement during November. In 
several lines volume has increased over 15 per cent... . 
Springfield, Mo., reports “no marked gain or loss” in 
that section for collections. A prolonged fall with warm 
weather, delaying fall and winter buying, has been blamed 
for slow business. The general trend, however, seems to 
be upward with the outlook good. Stores are expecting 
a nice Christmas trade especially if cold weather sets in. 
. . . Topeka, Kan., reports that collection conditions are 
more favorable at present than they have been in several 
years in spite of the drought handicap. During the last 
six months the Santa Fe Railway has increased working 
hours in many departments of the shop which has helped 
the labor situation considerably. Credit sales continue 
to show a marked improvement and it is anticipated that 
December sales will show a substantial increase over 
similar periods during the past several years. . . . El 
Dorado, Ark., reports credit sales good during November 
due to increased oil-drilling activities. Also an increase 
in the lumber and hardware business, due to the activities 
of the Federal Housing Act. Increased clothing sales, 
due to cold weather, were reported for the latter part of 
November. Business sentiment is improving and Christ- 
mas business is expected to show good results. . . . Collec- 
tions and credit sales show marked improvement in Little 
Rock, Ark., and Nashville, Tenn... . 

Bay City, Mich., reports an increase in collections due 
to the pumping of Government money into the rural dis- 
tricts. Farmers are now paying old bills with new cash. 
... Mount Clemens, Mich., reports collections still below 








The local 


seasonable industries, such as sugar factories, are not as- 


normal due to inactivity in Detroit.factories. 


sisting much this year on account of low wages. Credit 
sales were fair with a slight increase over the same period 
last year. .. . Other cities in this area, such as Peoria, III., 


Evansville, Ind., Detroit and Grand Rapids, Mich., Cin- 














Research Releases “on the Wire’! 


Associated Press, United Press, and Interna- 
tional News Service are now accepting our 
monthly “Trends” releases and sending them 
out on their “hot wires” to the newspapers of 
the country—practically 100 per cent coverage. 
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cinnati, Columbus, Dayton and Toledo, Ohio, report 
good collections and good credit sales for November. . . 

Christmas business in Omaha started off very well dur- 
ing November, and December is expected to be a banner 
month in credit sales. ... Davenport, Ia., reports increases 
of 10.3 per cent in collections and 27.0 per cent in credit 
sales... 

Roswell, N. M., reports the farmers in that district in 
better financial condition than they have been in 15 years. 
This has caused collections to increase 35 per cent... . 
Muskogee, Okla., reports that people are beginning to 
have a better outlook and credit sales increased 20.2 per 
cent due to increased activity in Christmas buying. . . . 
Cities in Texas, such as Austin, El Paso, Fort Worth and 
San Antonio, continue to report increased collections as 
well as increased credit sales. . . . 

Cheyenne, Wyo., reports that continued warm weather 
during November retarded credit sales somewhat. Mer- 
chants, however, are preparing for a good Christmas busi- 
ness. . . . Casper, Wyo., reports the greatest increase in 
collections and credit sales. . . . Collections slowed up 
somewhat in Great Falls, Mont., during November due 
to the people paying their taxes during that month. 

Los Angeles, San Francisco and Santa Barbara, Calif., 
report good collections as well as credit sales and the 
merchants expect a big Christmas volume. . . . 

Credit sales in Canada continue to increase—Winnipeg 
reporting a 19 per cent increase. Collections, however, 
were fair to good—Victoria reporting a decrease of 2 per 
cent while London, Ont., reports 20 per cent increase. 














Callestions 


Recapitulation 


: Credit Sales 





November, 1934 October, 1934 November, 1934 October, 1934 
Per Cent Per Cent Per Cent Per Cent 
Cities of Total Cities of Total Cities of Total Cities of Total 
Good 41 66.1 29 58.0 45 72.5 36 72.0 
Fair 20 32.3 19 38.0 17 27.5 14 28.0 
Slow 1 1.6 2 4.0 aie = ake we! 
Total 62 100.0 50 100.0 62 100.0 50 100.0 
Increase 54 87.0 43 86.0 56 90.3 44 88.0 
Decrease 5 8.2 4 8.0 | 1.6 3 
No change 2 3.2 3 6.0 2 3.2 2 
No comment 1 1.6 sales pay 3 4.9 1 
Total 62 100.0 50 100.0 62 100.0 50 
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What the Credit Manager 
Expects from 
The Credit Bureau 


By ERNEST JOHNSON 


Credit Manager, H. C, Prange Company, Sheboygan, Wis. 


might be brought out as the result of very little 

thought on this subject, namely: The credit man- 
ager needs the credit bureau. In fact, credit bureaus 
came into being because of this need and have grown in 
size and number according to the success they have made 
in filling the needs of credit managers. In order to cover 
this subject in a way to be of interest to most of you, I 
believe it best to omit history and figures concerning their 
development and also because Mr. Krutzner may cover 
that part. 


| ET us begin this discussion with an admission that 


Now, let us again make the statement: The credit 
manager needs the credit bureau. In admitting that need 
we begin to think of what aid the needy expect. We, 
the “needy” credit managers, expect from the credit 
bureau aid in the form of facts relative to the paying 
ability and paying reputation of the applicant for credit 
so that we can decide whether it is advisable to open the 
account. 


In order to get the best results in doing any job we 
must first start right—and so, with the application for an 
account. If we secure from the applicant, the name in 
full and correctly spelled, the present address and former 
address, the employment, and several (not one) credit 
references, we then have a right to expect the credit bu- 
reau to give us a complete report. ‘That report should 
include credit ratings from other stores when the bureau’s 
file shows that the customer has had accounts with others 
besides the references given. 


The credit bureau should keep its file covering each 
individual so that an immediate report can be given on 
most applications and, where that is not possible, so that 
they can get it promptly. We expect our bureau to co- 
operate with other bureaus so that they can get reports 
promptly on customers who have come from other cities. 
The credit bureau should be of service when checking up 
present paying habits of old customers, to get informa- 
tion on the customer’s ability to pay through his em- 
ployer or bank, for locating those who have moved and for 
checking the customer’s habits as to claims and returns. 

It is not necessary to go into detail as to how we ex- 
pect the credit bureau personnel to keep its files up to date 
for they should know best. The usual instruction applies: 
“You know what information we want and it’s up to 
you to work out the plans of getting it for us.” It is 
understood that the credit granters must cooperate with 
the bureau. 

In our city we expect our credit bureau to send us a 
weekly bulletin, giving us the changes of address, re- 
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movals from the city and their new addresses, new citi- 
zens who have come to our city via the stork or other- 
wise, marriages showing names and addresses of both 
parties—and deaths. We expect the bureau to publish 
warnings and details about “N.S.F.” and fraudulent 
check passers, “short changers” and their methods and 
warnings about the many new and old rackets worked on 
business houses and individuals. 

Other information which might be included to good 
advantage in the regular bulletin is a list of garnishees, 
liens, conditional sales contracts and chattel mortgages 
filed. My personal suggestion would be to list the nature 
of legal notices affecting credit of either husband or wife 
and the names of estates in which the creditors are asked 
to file their accounts with the closing date for filing. 

I believe that the credit bureau should give us tele- 
phone warnings immediately upon receipt of the informa- 
tion where family relationship reaches the point where it 
is mecessary to be cautious about extending additional 
credit and to inform members interested in the debtor 
who is leaving the city hurriedly or is contemplating 
some other move of a nature impairing the collection of 
the account. If we have not cleared the account at some 
time or other through the bureau then we can hardly 
expect the bureau to know that we have the account and 
to be called. 

There is one big expectation we have of the credit 
bureau in our city. It must be a good promoter, espe- 
cially so to provide and arrange credit meetings regularly 
—meetings that will be instructive and interesting. It 
should secure from the membership a list of names for 
discussion at such meetings and be prepared to open the 
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Both Sides of the Question! 


The two articles on this and the opposite 
page give both sides of the question. 

Both articles are condensed from addresses 
delivered before the Wisconsin Retail Credit 
Conference, held at Madison, Wis., October 10 
and 11, 1934. 

Presenting the viewpoints and the expecta- 
tions of both sides in this manner goes a long 
way in clearing up misunderstandings and build- 
ing a sympathetic understanding of mutual 
problems. 
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discussion on each name with a reading of reports from 

the bureau file card. It should instill into its member- 

ship a spirit of confidence and willingness to freely give 
(Continued on page 26.) 
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What the Credit Bureau 


Expects from 


The Credit Manager 


By R. B. KRUTZNER 


Manager, Tri-State Credit Bureau, La Crosse, Wis. 


R. JOHNSON has told you what the Credit 
M Manager expects from the Credit Bureau, and 

I have been asked to reverse his subject and 
speak on the bureau’s expectations. Right off the bat, I 
decided that Mr. Johnson got the better deal: Who 
wants to even approach offending the bulwark of our 
existence? Perhaps for this reason, we bureau operators 
as a class, do not generally inform the credit men all we 
expect from them. Well, I am not accountable to our 
membership today and am free to permit my demands on 
the credit man to run high! 


Inasmuch as the business of a credit bureau is a service 
to the merchant, it is highly important that there be a 
clear understanding of what is expected and needed by the 
bureau in order to render the efficient service necessary to, 
and expected by, the credit manager. 


While thinking over this subject there came to my mind 
the thought that in the hands of the credit departments 


and credit managers, lies the material to make a “just 
ordinary” credit bureau and an average community into 
a most serviceable bureau and an ideal community. “For 
this reason, I am setting forward the 100 per cent efficient 
credit bureau, and shall make an effort to enumerate some 
of the services the credit men could and should render in 
order to have and maintain such a bureau. 


The foundation of a credit bureau is its membership 
and unless the members are willing to cooperate in fur- 
nishing new information for its files, the bureau is not 
able to function most efficiently. The credit granter or 
credit manager should not look upon this from a selfish 
standpoint as the entire membership profits by one an- 
other’s experience. 

There must be a free flow of information and most of 
it supplied by the members. Unless th’s is had, a bureau 
is handicapped as I have heretofore explained. The closest 
illustration I can make is that of a business man opening 
a checking account with a bank. He cannot continue to 
draw on it without depositing from time to time. 


Foremost, I will place the reporting service. Here the 
credit granter should render the same type of service he 
demands from the bureau on its reports, with the excep- 
tion, of course, that the credit man reports only such 
information as is requested and in his possession. The 
information requested by a bureau in compiling a report 
should be given without delay. 

In this phase of the service, the credit granters have 
control of the speed of the entire community reporting 
business. Delays, inexactitude, or indifference on the part 
of members spell havoc to bureau service. On the other 
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hand, prompt and 
reliable reporting is 
rewarded to mem- 
bers by speedy serv- 
ice to them. That’s 
only natural. 


Strange as it may seem to some of the credit granters, 
the credit bureau is continually working at “cross-cuts” 
to speed up the reporting service. Reports are compiled 
as the operator clears the information and when the last 
clearance is made, the report goes immediately to the 
member requesting it. Further speed can be accomplished 
only by concerted action on the part of the credit men 
themselves. It does not matter how fast and fine a car 
may be, if its tires are underinflated or flat, the race can- 
not be won. 


Since the credit granter has practically all the informa- 
tion which the bureau needs, and because it is a member’s 
obligation to the bureau, it is only natural for the bureau 
to expect that this credit information be made readily 
available for its use. This includes the immediate report- 
ing of accounts closed for cause, new accounts opened, 
bad checks, repossessions, unfair and crooked practices, 
and information on adverse drastic credit changes of their 
customers, along with swindles. 

The annual or semiannual customer check is also in- 
cluded. The bureau expects the credit man to get this 
customer check into its office during the time allotted, 
which is customarily a very liberal period—even if the 
credit department is required to secure additional help to 
get it out in time. 

The member’s money outlay for reports from the bu- 
reau is considerably less than members would be required 
to pay should the bureau be compelled to pay these mem- 
bers in turn for their information and time, therefore, it 
is clear that under such arrangements the full and actual 
cost is paid only when members promptly reciprocate. 
Some bureaus bring this to the fore by charging non- 
cooperating members double the fee paid by the cooperat- 
ing members. 

Under this reciprocal arrangement the bureau is en- 
titled to expect the large stores, who are the big users of 
bureau service, to maintain facilities which will enable 
the bureau to obtain speedy reporting service at any mo- 
ment during the firm’s business hours, including their 
busiest days. It must be remembered that the stores’ 
busiest periods are coincident with the bureau’s busiest 
periods. It is at such times, when the bureau needs the 

(Continued on page 14.) 












ONTRARY to the belief of many, an interest or 
carrying charge on overdue open charge ac- 
counts actually tends to educate customers to be 

more prompt in meeting their obligations in line with 
the terms extended. The contentions or the belief of 
some that the fact that the customer is paying for the 
privilege encourages delinquency, have not proved the 
case with us. We have been consistently charging inter- 
est on our open accounts for a period of ten years, and 
without changing our collection procedure in the way of 
more strenuous collection efforts our percentage of col- 
lections has increased 12 to 15 per cent! 

So far the Credit Association has been unable to get 
the merchants in our community to approve a workable 
“community credit policy” or plan. This being the only 
store in the city that is adding the carrying charge on 
overdue accounts, you may judge for yourselves the de- 
gree of disadvantage this store is working under, and 
how much more effective the plan would be if it had the 
support of the majority of the large stores in the city. 

Considering the situation from an economical stand- 
point: Ordinarily, the mechanical part of this plan is 
handled by the regular collection force, monthly, as they 
proceed with their regular collection follow up, entailing 
little if any additional expense. 


The physical application of the debit items to the ac- 
count is a simple matter. I prefer to issue a debit slip 
to each account affected and post daily along with other 
charges and credits and to offset this we set up in the 
Accounts Receivable ledger a card carrying the accumula- 
tion of credits so as to maintain the Accounts Receivable 
control. This accumulation is written off twice yearly. 


If there is doubt in your mind as to whether the plan 
is feasible and economically worth while, take a sum 
equal to 5, 10 or 15 per cent of your accounts receivable 
which the system should speed up for you, figure your 
annual rate of interest on this which you would be en- 
titled to, consider this together with the amount of inter- 
est you have charged on your accounts over a period of a 
year and you will find that it will represent a substantial 
figure. 


I find that our store realizes from this source an amount 
equal to almost one-half of the net annual loss from bad 
debts. 


To those of our friends, who like ourselves in this 
section of the country, have been unable to put into effect 
a community credit and collection policy, I will say that 
you may enter independently into this phase of a would- 
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Results of Ten Years 
of Charging Interest 
On Overdue Accounts 






By JAMES M. CLYATT 


Credit Manager, J. P. Allen & Company, Atlanta, Ga. 


be community plan without any fear of serious reaction 
on the part of the customers themselves. The plan has 
been in effect for so long with various time-payment and 
installment houses we find that, generally speaking, it is 
looked for and expected by most customers who, for 
various reasons, have failed to pay their bills in line with 
terms extended. 

We have received from our customers more favorable 
reactions than complaints or dissatisfaction from those 
affected. The plan has long since passed the experimental 
stage and its merits are not longer debatable, and hav- 
ing been approved and recommended by the National 
Association and adopted by a large number of the more 
progressive stores throughout the county, I see no need 
for further delay of adoption on the part of any store 
that places its own interest paramount to that of the self- 
ish interest of the small minority of its delinquent cus- 
tomers. 

> >» » 


They Call It a “Bookkeeping” Charge 
The Boise Butcher Company, Boise, Idaho, has been 


adding a 5 per cent “bookkeeping” charge for the past 13 
years on all accounts. This is cancelled if the account is 


paid in full by the tenth. 
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The cut above shows the lower half of their statement. 
Notice how the bookkeeping charge is added. The sticker 
explaining the charge was printed in red ink. 
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Obtain Relief From Your Credit Problems 
With . 


TELAUTOGRAPHS 


After Careful Investigation, 148 Great Stores Installed 
This Service for Credit Bureau Communication !! 





At Least Ten Distinct Advantages Result From Their Use in 
Credit Reporting: 





1. Speed: Messages are transmitted instantane- 7. Clerical expenses are reduced because only one 

ously. person is required to send telautograph mes- 

sages which are automatically recorded at the 

2..Accuracy: Facsimile messages remain at all receiving end. Thus, the time of the person 

stations. whose duty it now is to receive messages is 
available for other work. 

3. Errors, with their consequent losses, are pre- : 
vented by the clerk’s knowledge that an in- 8. Telautographs operate secretly and silently. 
delible handwritten record is sent to all stations Consequently, without any fear of embarrassing 
connected. ; the waiting customer and losing his good will, 

the store can receive the data from the bureau 

4. If errors occur, these indelible handwritten rec- to safely grant or deny the request for a charge 
ords are undeniable evidence as to who is at account. 

fault and there can be no “passing the buck. 9. Deliveries can be made more rapidly—enabling 


the customers to receive the service they expect 


5. Complete reports may be obtained in a few from the store. 


minutes’ time—compared to a few days with 


other methods. 10. Telautographs protect you from forgers and 

other dishonest types by means of a general 

6. Telautographs prevent bad account losses and broadcast—a feature which on past occasions 

facilitate the opening of new accounts by has resulted in the apprehension of “wanted” 
prompt action on all credit applications. persons. 


| With the present upswing in general business and the need of an increased 
use of credit now with you, please at least investigate telautograph service for 
bureau communication regarding new accounts. Telautographs are inex- 
pensive—costing about $1.00 per day for each store. 


We Have a Branch Office Near You—Send for Our Man Now! 








TELAUTOGRAPH 


16 W. 61st St. 


“CORPORATION 


New York City 


WE DO OUR PART 
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What the Credit Bureau Expects from 
The Credit Manager 


(Continued from page 11.) 


best efforts on the part of its membership, cooperation is 
often given grudgingly. 

Next, I will bring up the matter of confidence. It is 
common knowledge among credit managers, of course, 
that the contents of a credit bureau report is strictly con- 
fidential and for use in their business only. We, as credit 
bureaus, have to expect and even insist that they be 
treated as such. In my experience I find that they are 
generally handled that way, however, once in a while, 
through mistake perhaps, some credit manager will ex- 
pose to, or inform a friend or others, the contents of the 
bureau’s report. This usually develops a very disagree- 
able situation all around. The possibility of its recurr- 
ence should be avoided. 


The collection department should come in for a few 
demands on the credit managers who are their clients; 
however, I will not spend much time on this department 
outside of bringing up that it expects the creditor to im- 
mediately notify it of any payment on accounts listed 
with it. Collecting, now-a-days is difficult enough with- 
out going to the additional expense and effort, saying 
nothing of the pcssible abuse, of approaching a debtor for 
payment of a claim he has already paid. 


You clients, or prospective clients of collectors here to- 
day: I want to let you in on something which seems to 
have been carried confidentially among collectors. It is, 
that to them there is nothing quite so exasperating or 
with such power to arouse their ire, as to find themselves 
working on an account that has already been collected— 
through their previous efforts! 

All credit bureau managers and most long-time users 
of credit bureau service are aware that the services rend- 
ered by the members to the bureau are repaid to them 
many-fold. Too, they have experienced and observed re- 
sults that such services are not confined only to more 
satisfactory service from the credit bureau, but are a very 
direct service to the community as well. 

This good service by the credit fraternity has driven 
worthless trash out of the community, it has made “slow 
pays” “better pays,” and it has saved many a young man 
and young woman from a bad start—driving home to 
him or her that good credit is the best policy whether or 
not the heart is set that way. The result is a happier, 
less worried, and therefore better community, and of 
course, a more profitable one. After all, we are in busi- 
ness to profit. 

Credit bureaus, through careful rating and “prompt 
pay” campaigns, strive to make every credit risk accepted 
by the credit manager, a good risk, and to eliminate from 
credit buying the risk below the border line. This, how- 
ever, cannot become an accomplished fact without the 
close cooperation of the credit granter. 


We have for instance the credit man who sells to the 
overloaded debtor simply because he feels that he can get 
his. Maybe he can, but none of his interested fellow- 
creditors will be able to recover while the debtor is pay- 
ing off this new load. This particular practice pursued 
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generally in a community is bound to leave the credit 
structure badly afflicted with dry rot. 


Last spring at our annual meeting in La Crosse, Mil- 
ton J. Solon of the Dayton Company, Minneapolis, our 
principal speaker, stressed cooperation in credits and told 
of the benefits of such cooperation as practiced by the 
Minneapolis merchants. Minneapolis has a very favor- 
able credit situation. I felt that he went to the root of 
their progress in credits when he remarked, “In Min- 
neapolis, among the different lines, we fight for the busi- 
ness, but in credits we cooperate closely.” 

Minneapolis, as well as numerous other cities, has 
good, functioning retail credit men’s associations. These 
organizations, getting the credit men of the community 
together, encourage cooperation. They smooth the path 
for the bureau and give it a chance for fine development 
and incidentally make the bureau manager’s road a much 
easier one. 

I am sure every credit bureau manager would like to 
see his credit men form such an association. 

Boiled down, the credit bureau expects the credit grant- 
ers to cooperate. ‘That is one item on which the credit 
bureau is just itching to reciprocate. I would venture to 
state that if all the members of a given credit bureau 
would promptly and unstintingly make available all of 
their credit information for the use of the bureau and 
properly cooperate in credits during a period of one year, 
they would find themselves, as far as profits in credits are 
concerned, in the position of the fellow who attempted to 
squander his fortune in a year only to find that his in- 
tentional investment in supposedly bad stocks had doubled 
his fortune. 














MELBOURNE yo. 


The life blood of a business house -its sales force - seated 
at the conference table planning the year's campaign’ They chose 
the Melbourne because of the secluded quiet of its conference cham 
bers - its excellent food -its central location with the finest theatres 
in St.Louis within one block — and, in these days of shortened bud 
gets because of Hotel Melbourne's mighty reasonable rates. 


Your sales conference will accomplish more, at less cost, 
held at the Melbourne Hotel. 


400 ROOMS oll with both $2. ond more 


ON U.S. HIGHWAYS 40 AND 6! 
with excellent garage facilities 


©. R GREATHOUSE Manager 


ON LINDELL BLVD. AT GRAND AVE. ST.LOUIS 
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“Small Town” 


Credit Problems 


By MEL MARTIN 


Proprietor, The Mart-Way Store, Idaho Springs, Colo. 


is a problem often brought up for discussion. To 

a lot of merchants, who have no credit system, I 
might quote: a three-word answer: “Don’t Do Any!” 
However, the business world is based on credit. The 
credit customer is your customer, the cash customer is 
anybody’s, and there is no reason why the small town 
merchant should not have his own credit system and thus 
be able to hold his own customers. 

I took over a small-town business that had failed twice 
in three years. The first failure left the creditors hold- 
ing the sack for $6,000. The second owner put in $4,000 
cash and left in a year with just $100 and there was 
nothing to show for these losses except the book notations 
of who got the merchandise and the amounts owed. 

In developing a credit system I remembered the story 
of the lad the police picked up one night on the Brooklyn 
Bridge. He was looking it all over (even getting out on 
the edge to look under it) when a policeman took him in 
charge. He thought he had a suicide prospect or some- 
thing, but the lad explained he was from “Rook County 
in the Ozarks”—his father was the county commissioner 
—they were going to build a bridge over Cow Creek and 
—he was just getting some ideas. 

Likewise, my credit ideas were along these lines: The 
city stores have a credit system. When an application 
for credit is made they ascertain how well the applicant 
has paid his obligations in the past—his present earnings 
and ability to pay. Then, if “O. K.” he is rated in pro- 
portion to his ability to pay. They send out statements 
each month to each and every account, educating the trade 
to know the statement is not a dun until the bill becomes 
past due. 

I began my credits in a “ticket” manner and carefully 
watched how well and how promptly these tickets were 
paid. I ascertained what each customer’s employment 
was, his earnings and his “pay days” and if the account 
wasn’t looked after on pay day I at once followed it up 
with a further request. 

My experience is that the man who beats the other fel- 
low will run true to form and beat you if he gets the op- 
portunity. However, there are exceptions to this rule, 
in cases where the mercharit actually beats himself, by 
his careless credit system. 

One of the worse cogs (in the careless credit system) 
is the “Paying-In” system. By the “Paying-In” system 
I mean the custom so often prevalent in small stores 
where the customer pays $10 on his account, leaving a 
balance of an equal amount. Before he again pays he 
runs up charges of $20 more. On the next pay day he 
again pays in $10.00, thus gradually building up the 
amount owing until it gets beyond his ability to pay. 
Then he says, ““What’s the use ?”—“lets down” altogether 
and begins trading elsewhere. 


| OW to successfully conduct small town credits” 


DECEMBER, 1934 


I lay that to the 
careless merchant 
more than to the 
customer. I watch 
these cases very carefully and when customers of doubt- 
ful paying ability start to let their balances grow I have 
an understanding. Usually I inform them that our credit 
system requires balancing of accounts at least every 60 
or 90 days. 

Hence the “exception to the rule” mentioned above, in 
which I blame the merchants for careless credit methods 
because—I have quite a few on my books who pay me 
promptly and in full, yet owe a lot of money to other 
merchants. I knew they owed it when I extended the 
credit; however, mine was extended with a set date for 
payment and the amount of credit I let them have was 
well within their ability to pay. In event of failure to 
pay as arranged, no further credit was extended until the 
account was balanced. 

I have told some of them, frankly, when goods were 
let out in this manner, that my knowledge of what they 
owed would not permit of a credit account, but that I 
would make a limited credit arrangement which would 
have to be paid promptly. 

I give just as much thought and care to collecting a 
dollar as I do to $50. I had a customer come in one day 
and pound the counter with his fists (I had switched an 
old amount he owed me around to a party who owed him 
and it just didn’t set well at all). He remarked that I 
would garnishee a man for a dollar and I answered that 
I would just as quickly do it for a dollar as for $50— 
that I felt that a man could pay a dollar where he might 
not be able to pay $50 and it was just a matter of prin- 
ciple. 

I feel that every time you let a customer beat you, you 
are just encouraging that customer to feel that he can 
beat someone else. On the other hand, every time you 
show him he can’t beat you, it is just that much better 
for credits in general. 

I have always cooperated with the Credit Association 
and my fellow-merchants on credits and have certainly 
had a fine lot of help in return. My credit losses are 
well under 14 of 1 per cent and I fully expect to keep 
them that low. 

One type I watch closely is the “skip” customer who 
leaves the state and feels that he has left his bills behind. 
I immediately try to find out where he went. If I don’t 
find out from people I feel might know, I find out from 
the post office if a forwarding address was left. 

I then send a registered letter with a return receipt re- 
quested. The postmark on the return card will show the 
town where the registered letter was delivered and I use 
this as a basis for further investigation and it is indeed 
few from which I haven’t eventually obtained payment. 
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DEPARTMENT STORES | DEPARTMENT STORES WOMEN’S SPECIALTY FURNITURE STORES . 
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HERE is no secret to keeping the credit losses in 
| a grocery store or any other concern for that mat- 
ter, to a low percentage if the fundamental rules 

for granting credit are followed. What are they? 

1. Applications for Credit—It should hardly be neces- 
sary to mention that it is necessary to have applications 
for credit properly filled out by the one taking the appli- 
cation or applying for credit. By all means, the ap- 
plication should state, immediately above where the ap- 
plicants sign, that the account will be paid in full by the 
10th of the following month. The more completely the 
credit application is filled out, the better the credit rating 
your credit bureau can give you. 

2. Credit Ratings—Today when the financial condi- 
tion of many people changes overnight, it is necessary to 
have an up-to-date credit rating. ‘lhis should be secured 
by people who make it a business of gathering the great- 
est amount of information possible. Information that is 
on file might be sufficient but in most cases an up-to-date 
bureau report is absolutely necessary. 

3. Select Only Desirables—When a credit rating is 
received from your credit association, it should be scruti- 
nized very carefully and the account accepted only if it 
is desirable and rejected if it is not satisfactory. A per- 
son who owes other people or who is slow with others, 
will certainly be slow with the one whom she is opening 
the account with. 

4. Have an Understanding.—There are many times 
when an applicant seemingly is deserving and whose hus- 
band probably holds a very good position, but for some 
reason or other, this particular party has been slow in 
paying bills. In such cases the person should always be 
called into the office and an understanding had regarding 
the payment of the account. In most instances reference 
can be made to the credit report as not being entirely 
clear and “before a regular account can be opened some 
understanding must be had.” In most cases the applicant 
appreciates this attitude and gladly has a definite under- 
standing. 

5. See That All Live Up to Understanding.—After 
the understanding takes place, if the applicant is naturally 
lax in paying her bills, she might pay you for two or three 
months and then begin to let a balance appear, etc. If 
you ever want to train that customer right, it’s going to 
be necessary to see that she lives up to your original under- 
standing and pays accordingly. If she does not do so you 
should by all means put her on the cash basis which will 
give her to understand that you intend to carry out your 
part of the understanding and you expect her to do the 


same. 
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Seven Basic Rules 
for Grocery Store 









Credit Control 


By HERBERT H. SACK 


President, Piedmont Grocery Co., Oakland, Calif. 


6. Collect Promptly.—It is twice as hard to collect a 
bill that is 90 days old as one 30 days old. It seems five 
times as hard when six months old, and probably ten 
times as hard to collect when one year old. It is very 
necessary, if you want to keep your credit losses low, to 
have understandings in the beginning, so that in case you 
later close the account you can refer to your understand- 
ing and in most cases your account will be paid and paid 
promptly or more promptly than ordinarily. This will 
certainly lower credit losses. 

7. Get a Second Up-to-Date Rating—Whenever an 
account begins to let a balance appear on the bill or get 
a little slower than formerly, a second or an up-to-date 
rating should be had even though the former rating was 
Al. During times like the present, one’s credit rating 
might change without the granter becoming aware of it. 

It hardly seems necessary to emphasize each of the 
above points because obviously each of them is a funda- 
mental rule that everyone should know. It is true, how- 
ever, that knowing something, and carrying out one’s 
knowledge, are two different things and probably that is 
one reason for the high credit losses in many concerns. 


Statistics Mean Much 

Successful handling of credits to this point calls for 
some monthly comparisons and figures that every con- 
cern should have available. These figures will not only 
be enlightening but helpful in watching the tendency of 
the times, and if the tendencies are watched, credit losses 
can be lowered. The following records are worth hav- 
ing: 

1. Know the total of outstanding accounts the first of 
each month. 

2. Know the total of your balances carried forward the 
first of each month. 














Editor’s Note: 


“Mr. Sack’s store,” writes Mr. S. E. Sher- 
mantine, “is one of the old-time grocery estab- 
lishments which has survived the ‘cash-and- 
carry’ period as well as various other changes. 
He has built up a fine volume of trade and an 
excellent reputation. 


“He is Past President of the Retail Grocers’ 
Association of Alemeda County and Past Presi- 
dent of the California State Association of Re- 
tail Grocers and the Merchants’ Association. 

“His firm has been a member of the Oakland 
credit bureau since the inception of that organi- 
zation many years ago.” 
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3. Know how many bills have balances and what per- 
centage that is of the total number of bills rendered. 

4. Know how many of your outstanding accounts are 
over 60 days old—and what proportion of your accounts 
receivable this represents. This can easily be determined 
by analyzing the balances. 

5. Know how many closed accounts you have on your 
books. 

6. Know how many of your outstanding accounts are 
in the class of a “closed” account. 

7. Know the total of doubtful accounts. 

8. Set up a monthly reserve for these accounts. 

9. Know the average time that your customers take 
for the payment of your bills. 

The above information can be kept in such a form 
that one can compare one month with another and one 
year with another. All of these figures can be carried in 
columnar fashion which gives the head of the concern or 
the credit manager some real credit information once a 
month. 

The credit manager should by all means make this re- 
port to the head of the concern each month. Every 
credit manager should be glad to show a good record or if 


the record is not good the head of the concern should cer- 
tainly be aware of it. 


Are Hunches Accurate? 

When In Doubt—Hesitate.—I am quite sure everyone 
doing a credit business has had the experience of feeling 
that a certain person’s credit was not good and that some 
credit trouble would be experienced with this customer 
later on. Whenever one gets that “hunch” one should, 
by all means, obey the “hunch” because it very seldom 
fails. 

When In Dowbt—Get a personal check on the sur- 
roundings of the person’s home or the impression of the 
family from a clerk or a deliveryman. On the back of 
our credit applications we have a group of questions 
which we have one of our clerks answer when there 
seems to be doubt in our mind as to the advisability of 
extending further credit or granting credit in the begin- 
ning. These questions are as follows: 


Has she a fine appearance or a questionable appear- 
ance? A good buyer or a reckless buyer? A good car 
or a poorly kept car? Mental attitude right, or does 
she seem worried? Does she seem reliable? Or, do you 
doubt her sincerity? Does she give information freely 
or does she hesitate about information? House in good 
condition or house run down? Who are her relations or 
friends? 


The above questions can nearly always determine what 
course should be followed regarding the extending of 
credit or granting of credit when all other information 
seems to be unavailable or not complete. 


After an Account Is Established 

Once an account is definitely opened either with or 
without an understanding, the problem is somewhat dif- 
ferent. 

When a balance appears on a bill, the one in charge 
of credit should, by all means, know the reason for the 
bill not being paid. In most instances it is necessary to 
have an up-to-date second rating on such cases. This, 
many times, is enlightening and helps to stop credit losses 
while they are small. 
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When an account becomes past due and if the one 
handling credits has not complete charge of credit losses, 
a report should be made to one of the heads of the firm 
by the one in charge of the credit department. Two 
heads are always better than one and such a report will 
tend to have the account put in better shape than if the 
responsibility were left to one person. 

Most of the difficulties in the credit business can be 
eliminated if the credit manager will see that the per- 
son who agrees to pay within a certain time does so. In 
other words, a good understanding makes for a better 
customer. 

A personal talk with a customer is worth ten letters. 

Faith expressed in the debtor will keep an account paid 
up when nothing else will. 

Friendly, kindly, steady pressure, wisely applied, will 
get better results than a suit in court. 

A slow-pay customer is like a biting dog—almost im- 
possible to change. If any credit manager uses poor 
judgment in granting of credit, uses poor judgment in 
extending credit after an account is opened, uses poor 
judgment in the method of collecting accounts, it seems 
to me he has no one to blame but himself, and this ap- 
plies to times of prosperity or depression. 

Any credit manager, if he will take time to analyze 
his credit losses, can point to certain things that have been 
overlooked in following the fundamental rules governing 
credit business. 

There is no secret to having low credit losses! 











Bright, sanitary fixtures have replaced the scene visioned 

above by the artist yet, in many groceries, obsolete credit 

methods remain. Mr. Sack’s article discloses his as a 
shining exception. 











HIS article is particularly directed to those who 

may read The Crepir Wor p but take little or no 

part in the affairs of their local and National credit 
organizations. Upon retiring as President of the Asso- 
ciated Retail Credit Men of St. Louis, I feel that I have 
only begun to realize the full meaning, value and benefits 
derived from local association work. Although active in 
its affairs for the past decade, I did not have such close 
contacts as I have had in the year now ending, with the 
actual personnel, its officers and affairs. ‘Therefore, I did 
not fully realize the real benefits that can be and are de- 
rived from being an active member. 


I have enjoyed it all and hope to continue in some 
capacity in the years to come. I cannot entertain the 
thought of any member not being active in those things 
being done by his local association and—in a broader 
scope—by the National. My past year’s experience, the 
knowledge gained and the contacts made cannut be bought 
at any price, as they cannot be gained through any source 
other than by being active and serving in different capaci- 
ties. 

Here in St. Louis we have an Association that is classed 
by other organizations as one of the best of its kind in the 
country. We dare not, however, feel satisfied, and must 
always strive to do better, for if we do not, there will be 
other associations which will surpass us and we would 
soon be placed lower in rank. 

This leadership must of necessity be credited to two 
things: First, to the fine leadership of our most genial 
secretary, Mr. A. J. Kruse, and second, to those credit 
men who organized the association twenty years ago and 
who are now among its most active members. “Too much 
cannot be said about the important part Mr. Kruse has 
played for the success of our Association. Always help- 
ful, willing, always doing the right thing at the right 
time, always giving all the credit due him to the other 
person—these are only some of the reasons he is known 
nationally in credit circles and why he is a success in his 
position. 

If the member who is not active could in some way be 
made to realize just what he is parsing up, or if he could 
be made to understand that among those members who 
are most active are the leading credit people of his city 
(and of the Nation) there should be no trouble in induc- 
ing him to become active, and in that way, become better 
known to those who lead the way and to whom we look 
for guidance. 
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Support Your 
Local and National 


Credit Associations 


By W. G. CASSMEYER 


Manager, Credit Department, Merchants Ice & Coal Co., Saint Louis; 
Retiring President, Associated Retail Credit Men of Saint Louis 


The time you may give to Association work will be 
returned to you many times over by the knowledge of 
better, shorter methods you will acquire from your as- 
sociation with other members. You will get their views; 
they talk your own language and will help you out of 
that “rut” and you will be better informed on the differ- 
ent questions arising almost daily. 

To those of you who are not taking an active part in 
Association work, I ask you to give it a trial at least. It 
cannot do you any harm and I assure you, you will like 
it. Become better known to your Secretary, tell him you 
want to do something for the furtherance of your local 
credit affairs, and I am sure he will find a place for you 
to sit in. You will become better known to the members 
who really are in the “‘who’s who” of your association. 

You will find that their personal acquaintance will 
mean much to you‘in solving some particular problem 
that may bob up at any time. There is always someone 
in your association who can solve any problem that you 
may have. There is an answer to it and a fine feeling you 
will have if you can go to the right person, be recognized 
as an active member and—I will vouch for it that you 
will get the correct solution to your problem. 

Your association wants your advice and counsel on 
policies before definitely accepting them. You can feel 
certain that your suggestions will be considered. An idea 
chosen from a group of ideas is generally much better 
than having only the one idea to choose from, and the idea 
decided on by a group will be more acceptable and pleas- 
ing to the majority. My earnest request to you is to 
join hands with those better known in credit circles. 

It is your organization; be proud of it, benefit by it, 
become interested in its different activities. Help make 
it even better than it is at the present time. You will 
have that comfortable feeling of doing something worth 
while and at the same time you will really be helping 
yourself. 

Please bear in mind that everything I have said in this 
article about interest in your local association applies with 
equal force to membership in and active support of the 
National Association. Saint Louis has always been “100 
per cent” National in membership and has always taken 
an active interest in National affairs. 

I consider The Crepir Wor LD alone worth the price 
of membership. It brings worth-while ideas, even from 
those in other lines of business, which I can apply in my 
work. It keeps me posted on what others are doing— 
gives me a “measuring line” by which to gauge my own 
efforts. 
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TO A SUCCESSFUL CAREER 


1917-1934 


EVENTEEN years ago, A. D. 

McMullen became associated with 
the Oklahoma City Retail Credit As- 
sociation as Secretary-Manager of the 
Oklahoma City Retailers Association. 
Had he then written of the service he 
hoped to render; the friends he hoped 
to make; the good he hoped to do; the 
cooperation he hoped to receive; the 
love and friendship he hoped to enjoy; 
and the heights he hoped to attain, his 
anticipations would have been fulfilled 
by the events which have followed. 


We are stupid about one’s passing. We will 
not learn 

How it is wages paid to those who earn, 

How it is gift for which on earth we yearn, 

To be set free from bondage to the flesh ; 

How it is turning seed-corn into grain, 

How it is winning Heaven’s eternal gain, 

How it means freedom evermore from pain, 

How it untangles every mortal mesh. 


We are so selfish about one’s passing. We 
count our grief 

Far more than we consider their relief, 

Whom the great Reaper gathers in the sheaf, 

No more to know the season’s constant change ; 

And we forget that it means only life— 

Life with all joy, peace, rest, and glory rife, 

The victory won, and ended all the strife, 

And Heaven no longer far away and strange. 


Their Lent is over and their Easter won. 
Waiting till over Paradise the sun 

Shall rise in majesty, and life begun 

Shall glow in glory, as the perfect day 
Moves on to hold its endless, peaceful way. 


No one can take “Mack’s” place in 
the leadership of this organization nor 
in the hearts of its individual member- 
ship, but the logical one to succeed him 
is his son, Ward, to whom, out of respect 
to “Mack,” we should stand ready and 
willing as a group and as individuals to 
offer counsel, assistance, and coopera- 
tion, that our Bureau may maintain its 
present state of efficiency, locally and na- 


tionally. 
* * * 


May it be ordered that a copy of these 
statements be spread upon the minutes 
of the Oklahoma City Retail Credit As- 
sociation; a copy be sent to Mrs. Mc- 
Mullen, to Ward, to Mother McMul- 
len, and a copy to the office of the Na- 
tional Retail Credit Association, 1218 
Olive Street, St. Louis, Missouri, of 
which he was President the year of 
1930; and a copy, also, to the National 
Consumer Credit Reporting Corpora- 
tion, at the same address, which he 
served as President in 1933 and 1934. 


TuHeE OKLAHOMA Cry Rerait Crepir AssociATION 


Done this 1st day of November in the year 193 4. 


F. A. WHITTEN, 
Henry Martin, 
—Committee. 

























Nebraska’s State Credit Convention 






Outstanding in Program and Attendance 


general verdict on the annual convention of the 

Associated Credit Bureaus and Credit Men of Ne- 
braska in the Hotel Fontenelle, Omaha, November 18, 
19 and 20, under the general chairmanship of Harry O. 
Wrenn, popular credit manager of the Nebraska Clothing 
Company and a former director of the National Retail 
Credit Association. 

With an attendance of 250, and with a program of 
speakers headed by National President Charles M. Reed 
and General Manager-Treasurer L. S$. Crowder, the Ne- 
braska convention was considered a foretaste of what the 
national convention can expect in the way of hospitality 
when it goes to Omaha in 1936, as the midwesterners 
hope it will. 

Milling about among the credit men, your correspond- 
ent reached several very definite conclusions: 1. That con- 
ditions are decidedly improving out Nebraska way; 2. 
That the credit men generally have confidence in the 
present trend of national administration policies; 3. That 
the most discussed topic was the Community Credit 
Policy. 

New president of the Associated Credit Bureaus of 
Nebraska, elected at the Omaha meeting, is Mrs. Mayre 
Butterworth, manager of the Norfolk bureau. Other of- 
ficers are Max Meyer, of the Nebraska Credit Company, 
Lincoln, vice-president, and Marvin Dodendorf, of the 
York bureau, secretary. 

On Sunday a Get-Together-Get-Acquainted meeting 
was held with a dinner in the evening. 

Just before starting the business sessions the chairman 
asked that all those present rise and stand in a moment 
of prayer in honor of our good friend and past President 
A. D. McMullen. 

Outstanding and impressive talks were given by the 
following: 

Mr. A. E. Royce, Attorney, Omaha. 

Dr. O. A. Runyon, Dentist, Omaha. 

Mr. Harry E. Storm, General Credit Manager, Fair- 
mont Creamery Company, Omaha. 

Mrs. Rae Williams, Technical High School, Omaha. 

Pete Baird, Credit Manager, lowa & Nebraska Power 
Company, Norfolk, Neb. 

Joe L. Owens, Credit Manager, Miller & Paine, Inc., 
Lincoln, Neb. 

R. V. Koupal, General Secretary Federation of Ne- 
braska Retailers, Lincoln, Neb. 

Harry Vess, President Retail Credit Association, Coun- 
cil Bluffs, Iowa. 

Harry P. Hovey, Attorney, Retail Credit Association, 
Kansas City, Mo. 

E. W. Devereux, Credit Manager, The Personal Fi- 
nance Company, Omaha. 

Irenaeus Shuler, Manager Home Owners Loan Cor- 
poration, Omaha, Neb. 

Gertrude Strieder, N. W. Public Service, North Platte, 
Neb. 


| ARGEST and most enthusiastic in history’”’ was the 
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Allen T. Hupp, Secretary Associated Retailers of 
Omaha. 


The entire program was well balanced, topics cover- 
ing all lines of credit including new thoughts on bank- 
ruptcy, credit management as a profession, maintaining a 
credit policy, value of attending credit meetings, the doc- 
tor’s viewpoint on credit and cooperation between credit 
granters and credit bureaus. 

The Monday afternoon session of the Credit Man- 
agers group was one of the largest ever held in the state 
of Nebraska and a great deal of good was obtained from 
this meeting. ‘The open forum discussion conducted by 
Mr. Crowder was one of the liveliest features of the con- 
vention. He stressed the importance of the Community 
Credit Policy citing numerous cities throughout the coun- 
try that had adopted this plan and the success they are 
having. 

The Credit Bureau and Collection Service sessions held 
on Monday afternoon were well attended. President 
Reed was in charge of the round table discussion. Mr. 
Reed pointed out many important matters pertaining to 
credit men and credit bureaus. One of the most impor- 
tant subjects was the bankruptcy law. 

(Continued on page 25.) 


Still “Full Speed Ahead” for the 
“Good Ship” Omaha! 


HARRY O. WRENN IN '9H5 















J.B MORGAN EVER DID. 2 
UNITED STATES NEVER 
LOANS A DIME TOA 











Editor’s Note: The cartoon shown above was originally 
reproduced in The Crepir Wor-p for April, 1926, from 
one of the Omaha newspapers. 
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Personal Contacts 


Pay Dividends in 
Men’s Store Credits 


By M. C. ST. CLAIR BERKELEY 
Credit Manager, K. Katz & Sons, Baltimore, Md. 


community for over fifty years, well established, 

conservative in its ideas, catering to a middle-class, 
substantial clientele, privileged beyond measure in its de- 
mands on the store, sometimes beyond good business. 
But—they have been so trained and their petty foibles 
and whims given in to. Each patron feels he knows either 
some member of the firm or his particular salesman too 
intimately to consider store policies or even the ordinary 
demands of business ethics. 


‘7 "HE store I represent has been in business in the 


Their fathers and even grandfathers before them have 
been customers of the store, entitling them to privileges 
unheard of. They resent being called on for money, feel- 
ing that their knowledge that they are good for the 
amount involved and will ultimately pay is sufficient rea- 
son for their not being molested. Hence collection per- 
centages mean nothing to this store. 

Then, there is the question of friends and acquaintances 
whom they bring in for new accounts. They feel that 
the mere fact that they have brought them in is enough 
warrant for these friends being given accounts and resent 
their being put to any form of questioning as to their 
stability. Yet they will assume no responsibility if these 
same friends become delinquent or default. And therein 
lies the danger of losing their accounts too. 

In such a store, mechanical, impersonal routine cannot 
possibly be applied. It is only the personality of the credit 
man himself that can overcome these obstacles. And yet, 
personality alone is not enough. It is essential that the 
credit man be a mixer, a member of some good club, a 
diplomat, and above all, have a sense of humor. To my 
mind, credit granting is as much a profession as is the 
practice of law, which requires all of the above necessary 
attributes. 


But I am digressing. Let’s take a concrete case. A 
customer is brought to me for an account. I insist that 
the salesman go through the usual formalities of introduc- 
tion, thus giving me the name. In a personal manner I 
remark my pleasure at seeing him in the store, ask if he is 
a newcomer and get his address. Casually taking it for 
granted he has accounts elsewhere, I mention some of the 
department stores at which I feel sure he has accounts, 
with which he acquiesces or corrects me as the case may 
be—then change the subject quickly to some current topic 
or event, and as quickly ask him for his place of business. 

Some small chat, then the request for his signature. In 
the meantime, with knowledge of his association, home 
environment or mutual acquaintance, I ask for some per- 
sonal references in the store or out. In this way I’ve 
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ascertained about all I need to accept his application and 
forward my inquiry to the credit bureau, at the same time 
leaving no impression on the customer that it has been 
an ordeal, but rather causing him to regard the interview 
as a pleasant chat with the Credit Manager. 

What’s the result? He leaves us pleased with himself, 
the store and the world at large, and as a consequence, 
if at a later date it becomes necessary to call him about 
his bill he feels he knows me and can talk freely, assured 


that we are prepared to and will help him to the fullest 
extent. 


So much for the actual taking of the application. In 
the course of each day I make it a point to stroll through 
the departments, greeting this man and that so that he 
always feels free to stop me or phone to explain what he 
might ordinarily feel embarrassed to do. That’s what I 
mean by customer contact and selling yourself to the 
customer. 

Then there’s the selling of yourself to those men who 
have some hidden grievances and from whom you never 
hear. How to accomplish this? To phone is too ex- 
pensive. Direct mail is your only solution. So, peri- 
odically we solicit these customers, giving them an oppor- 
tunity to air their grievances. When an answer is re- 
ceived, indicating resentment to collection letters or 
phone calls, an answer is prepared over the president’s 
signature asking the customer to come in and talk it over, 
and if this fails, some executive, other than the credit 
man, is sent out to interview him. 

He is sympathized with, made to feel that his rights 
are the only ones under consideration and the next time 
he comes in an effort is made to get him to meet the credit 
man in the hope they will understand each other better, 
and appreciate each other’s viewpoint. If he again be- 
comes delinquent, considerable care is taken to handle 
him as tactfully as is possible. Our results have been 
gratifying, even though considerable pride has to be swal- 
lowed in the process. But the customer is saved and his 
goodwill retained. 

If the customer fails to reply to the first communica- 
tion, one or more follow-ups are made by mail and finally 
either through the sales force or some specially selected 
person, phone calls are made in a last effort to get him 
back. 

Recently we took some 2,200 names from our inactive 
accounts (of customers who had not dealt at the store 
within the last five years) and sent them the letter re- 
produced on the next page. 


The results were tremendous, in that we reopened ac- 
counts to the tune of $4,725.95, at a total cost of about 
$100. We immediately went further, taking accounts on 
which no purchases had been made within ten years and 
we had almost as much success with these as with the 
first group. Doesn’t this clearly indicate that our in- 
active accounts are our best prospects for business? 

(Note: Only half of this “half-way” letter is shown 
below. The other half was left blank—except for the 
heading, “Your Story”—for the customer’s reply. Letter- 
head used is standard size 814”x11”.) 





And, while we are on the subject, let me tell you of 
another effort we made in this direction. The test was 
made so recently that I am unable to give you the dollars- 
and-cents value of the effort, but the customers’ reaction 
was so favorable that I am reasonably safe in predicting 
the business which will follow. We took (from a batch 
of cards that we were about to throw out, because of 
lack of response to both letters and circulars) some 500 
names, listing phone numbers where they were available 
and wrote the letter shown at the bottom of this page to 
those we were not able to reach. 





Our Btor-y 
mm. ih, M. eer, 
Pnftimmne, "dd. 


™, dear ™, Same: 


G few dayo ago & ached ow 
CrediA Manager to go over our imac- 
tive accounts and ge me a List of 
a a considered to te the moot 
vowed accounts, yud ™ 
Lenyth of dealing and habit of 
haying. 


L wos diragreceatly ourproed 
to find your name on thr fist and, 
yr, & om glad “ om caportuvity to 
cay to you that d mics you and wart 


to vee you im the slore again. 


A'm not overloolving the 
however, that there vo a b 
of your being dirsatiofied atouwt 
something for, after off, we're alh 
human and mistakes are earity, af- 
though sometimes unavoidably, made. 
But +f such io the cose, won't you 
tie equatly a frank and tell me in 
the Hank shace to the right of thre 


oheet, what the route, 10? 


Have we offended you? do it 
ba a Pacey did do atmoot 
amything to ger you tvlo wearing our 
clothes again -- wiht you helh? 





mK: Sm President 
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Results? This letter—sent to 2,200 customers 
who had not used their accounts within the 







CLOTHES past five years, reopened accounts with sales 
211-213 ©. BALTIMORE STREET to the tune of $4,725.95, at a total cost of 
BALTIMORE about $100. 


Then we selected a young lady with an attractive tele- 
phone voice, entirely unused to the job, and had her 
phone the wife, mother or sister of the customer to ascer- 
tain from her if possible, why the man no longer patron- 
ized our store, basing her call on the strength of the fact 
that we missed him, and “wondering” if she, as a woman, 
knew of any reason which the man was loathe to bring to 
our attention. The result was amazing, particularly so 
since there had been some reservation in our. minds as to 
how the woman might react, not to mention the man, 
who might resent the interference. 

However, not only did we get the reason, which helped 
us analyze our weakness, but it gave us an opportunity to 
follow up the man from an intelligent standpoint, and 
override his scruples. And in all but two or three in- 
stances the interest was appreciated by both the man and 
the woman. 

May I say in closing, that what applies to a small store 
(doing half a million dollars business annually) can in 
the main apply to large stores. I’ve tried it in some of my 
other connections and know whereof I speak. 


* * * 
THE SECOND LETTER: 
Dear Mr. —— 


The usual procedure generally, *when an account be- 
comes inactive* is to probably write a letter or two of 
solicitation and if the store fails to receive a reply the 
matter is simply dropped. We, however, do not take 
things quite as placidly, for we feel the loss of customers 
like yourself very keenly. 

With this thought in mind we are taking the liberty of 
writing you once again, in the desperate hope that if there 
is any dissatisfaction on your part, or some definite reason 
for your having stopped dealing with us, you will not 
hesitate to let us know, so we can right it. 

We would very much like to get you back again, espe- 
cially since our price range is considerably lower than in 
the days you bought here. We know we can take care otf 
you and give complete satisfaction. 

Won't you give us an opportunity ? 

Very truly yours, 

*If a cash customer this sentence was used—“when a cus- 
tomer stays away for as long a period as you have.” 
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Nebraska’s State Credit Convention 
(Continued from page 22.) 

Mr. Warren P. Brown, of the Retailers Collection 
Service, Omaha, had charge of the Collection Agency 
session at which time the problems of this group were 
discussed. 

About 250 guests attended the banquet on Monday 
night. President Reed gave a splendid talk bringing out 
many important facts pertaining to the retailers of our 
country. 

President Reed and Mr. Crowder were both kept 
very busy during the sessions giving talks bearing on the 
importance of both the credit bureau and the credit ex- 
ecutive, emphasizing the fact that it is time for the credit 
managers to wake up and get busy in the local and na- 
tional associations. 

The wives of the delegates were entertained at a 
luncheon at the Aquila Court Tea Room followed by a 
theater party. Committee in charge was headed by Mrs. 
Allen T. Hupp. 

Credit for the successful convention goes to Harry O. 
Wrenn, general chairman, and his active committee. 
Frank Manske, Eppley Hotels Company’s credit man, 
was chairman of the Banquet and Entertainment Com- 
mittee; Lillie M. Heywood, of the C. B. Brown Jewelry 
Company, chairman Reception Committee and Robert 
Page of the Northwestern Bell Telephone Company, 
chairman of Publicity Committee. 

C. R. Minick, of Beatrice, is the outgoing president of 
the Associated Credit Bureaus of Nebraska. 

This convention was such a success that it will have a 
large bearing on obtaining many more enthusiastic mem- 
bers for the National Retail Credit Association. In this 
way we will be able to accomplish our aim in building 
up many valuable and large group meetings at our 
National Convention. The credit men are already real- 
izing it is up to them to get busy in a National way as 
they have many wonderful opportunities ahead of them 
for advancement through better cooperation with each 
other locally and nationally. 


>» >» » 


The second meeting of the Baton Rouge (La.) Credit 
Women’s Club—October 11—was addressed by General 
Manager-Treasurer Crowder of the National Association. 
—Marion O. Brooks, President. 


>» > » 


200 At Lincoln Meeting 


Coming directly from Omaha, where they had par- 
ticipated actively in the two-day convention of Nebraska 
retail credit executives and bureau managers, Charles M. 
Reed, President, and L. S. Crowder, General Manager- 
Treasurer of the National Retail Credit Association, ar- 
rived in Lincoln, Tuesday evening, November 20. 

Wednesday noon they attended the regular weekly 
luncheon of the Lincoln Retail Credit Association. In 
the afternoon they spent considerable time in the credit 
offices and meeting the executives of Lincoln stores. Also, 
during the afternoon they visited the Nebraska State 
Capitol building, expressing their admiration for the un- 


usual design of the structure. 
On Wednesday evening a union dinner for Lincoln 
business men and for both Lincoln Credit Associations, 
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wholesale and retail, was held at the Hotel Cornhusker. 
W. H. Dressler, Omaha, Director of the National Asso- 
ciation of Credit Men, was among the 200 present. 

G. D. Pegler, President of the Lincoln Retail Credit 
Association, turned the meeting over to L. E. Hunt, 
President of the Lincoln Association of Credit Men, who 
introduced a good toastmaster, John E. Curtiss, district 
manager of the Iowa-Nebraska Light and Power Co. 
John F. Ayres led the group in community singing. 

President Reed, in his address, strongly advocated the 
formation of a community credit policy, stressing its de- 
sirability and advisability and showing that the consumer, 
retailer, and wholesaler all benefit by such a plan. Gen- 
eral Manager-Treasurer Crowder also spoke on the ad- 
vantages of a community credit policy, citing figures ob- 
tained in cities where the policy has been successfully op- 
erated, showing that the plan is favored by consumers, 
and results in an increased revenue for business houses. 

Harry O. Wrenn, Omaha, State Membership Chair- 
man for the National Retail Credit Association, spoke 
briefly urging support for the work of the N. R. C. A. 
and asking assistance in the securing of additional mem- 
bers. 

As a direct result of the meeting President Pegler has 
appointed a committee to submit a community credit 
policy which, it is hoped, can be adopted by Lincoln mer- 
chants at an early date. 

Credit executives feel that the visit of Mr. Reed and 
Mr. Crowder to Lincoln has done much for the better- 
ment of credits. Needless to say every moment of their 
stay was greatly enjoyed by their Lincoln hosts. 


—Max Meyer. 





President Reed and General Manager-Treasurer 
Crowder Arriving at Lincoln on “The Zephyr.” 





Public Utility Credit and Collection 
Problems 
(Continued from page 6.) 


into a habit that is annoying and expensive to the service 
company, is not necessary, and is not appreciated by the 
public. 

There are few men outside of the welfare organizations 
who have seen and heard (during the past few years) as 
much of hard times and ill luck as the Credit and Collec- 
tion Manager, and the fact that he has been using his 
heart as well as his head is the reason that every public 
utility has carried hundreds and thousands of worthy and 
distressed families, who under normal conditions were 
valued customers, but on account of unemployment and 
from lack of funds (except from welfare and charitable 
institutions), have been unable to meet their obligations. 

Someone, prior to 1929, gave the following description 
of the qualifications of a credit man: “He should have 
the learning of a college president, the consecration of a 
clergyman, the executive talent of a financier, the humility 
of a deacon, the supernatural powers of a seer, the dogged- 
ness of a detective, the craftiness of a politician, and the 
financial resources of a banker. He should be an angel 
for temper, a demon for discipline, a diplomat for tact, 
an optimist for hope, and a hero for courage. He should 
have the wisdom of a Solomon, the gentleness of a dove, 
the grace of reverence, the patience of Job, and the 
perseverance of the devil.” 

Since the depression came upon us the credit man of a 
utility company is a Dr. Jekyll and Mr. Hyde, saying 
“No” when necessary, and acting as Santa Claus where 
conditions justify. 


In closing this article may we present the following 
lines from an anonymous author, entitled “If”: 


If you can force a smile and keep grinning 
When everyone who calls demands your shirt, 
If you can preach good times and not depression 
And hand out cheer and not the usual dirt, 
If you can make some friends each day from those who 
Seek you out with fireworks in their wake 
And feel that there is no one in their troubles 
Who’s fair enough to give them half a break, 
If you can pick the ones deserving favor 
And only darn the ones who should be durned, 
If you can keep the public quite contented 
And get your money in without a gun, 
Why then you'll make a fair credit man 
Than which there’s not a simpler job, my son. 


- oe 


Maintaining a Sound Credit Policy 
(Continued from page 7.) 


Honest men have come to my office and frankly told 
me that their credit was too good and they were in al- 
most beyond redemption before they realized it. I pre- 
sume that everyone in this group has been told the same 
story or has experienced it himself. 

If credit has been made so easy as to endanger the 
future happiness of the buying public, the credit man must 
place upon himself even a greater responsibility and be 
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capable of using his better judgment for the consumer. 
Therefore, it is very important that he know the accounts 
and have all information possible pertaining to them. 
Credit bureau information is the scientific method of ob- 
taining information and I am quite certain that if the 
credit man would rely more on the credit bureau, he 
would render a greater service to his firm and its cus- 
tomers. 


Please permit me to quote the following from a para- 
graph in The Crepir Wor Lp a few months ago: “Pres- 
ent-day conditions are exacting and the future will be more 
so. We cannot remodel the past, we can only profit from 
our experience. Our deeds today can be intelligently 
guided by our experience of yesterday. Let us visualize 
the future with a creative mind and a determination to 
do best the things that have to do with our jobs, render 
good service to those we serve, help kindly those we help 
and make our job a helpful service to mankind.” If he 
keeps in mind the three fundamentals required of the 
credit applicant and also the fundamentals required in 
himself, I believe that the credit granter can maintain a 
credit policy which is safe to his firm and its customers 
regardless of changing conditions or details in extending 
credit. 

> > » 


What the Credit Manager Expects from 
the Credit Bureau 


(Continued from page 10.) 


each member’s experience. The bureau should secure and 
arrange for the benefit of its membership speakers who 
are experienced and able to discuss the problem of our 
daily work both as to opening and collecting accounts. 

There is one more expectation I want to mention, but 
frankly I don’t think we can expect much in a direct way 
from the credit bureau on that subject. That is collec- 
tions. Indirectly I believe we should expect the bureau 
to be of much assistance. Because the bureau represents 
its members as an institution of service to the public, it 
should be the means of educating the public so that it 
becomes credit conscious. The credit bureaus, by using 
the means of newspaper advertising could do more to 
educate the public and make it “pay-up” conscious than 
any number of collection letters it sends out. 


Before going further, I must admit that there are ex- 
ceptions to the statements I have made about direct col- 
lections and especially so where members themselves do 
not have the same good collection personnel that the bu- 
reau might have. When an individual has become almost 
hopelessly in debt but can be shown the way out of his 
predicament by the pooling of his account and is willing to 
do so through some agency, then the credit bureau should 
be the agency for collecting the money and distributing it 
among the creditors. 

Most of us have at some time or other complained 
about the service received from the credit bureau, some- 
times with reason and sometimes because we thought we 
had a reason. Because we do not all think alike, or work 
alike, and because many circumstances alter expectations, 
I hope that the points I have mentioned or overlooked 
will be discussed further in this meeting. 
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Tangible Benefits 


from Credit Meetings 


By HARRY C. VOSS 


Credit Manager, Council Bluffs Coal & Ice Co., President Retail 
Credit Association, Council Bluffs, lowa 


An Address Before the Nebraska State Credit Convention, 
Omaha, Neb., October 19, 20, 1934 


F THE remarks made in this short talk are of a more 

or less personal nature, I hope you will pardon it. 

If the personal pronoun is used often, I hope you will 
realize it is done because I am hoping to make this rather 
definite and specific rather than to deal in generalities. 


I used to turn the pages of our ledgers, look at the 
balances and dates of payment, each time growing more 
and more bitter toward those people whom I felt were 
taking an unjust advantage of our firm: Those people 
who were not observing our credit terms, although these 
credit terms were rather vague even in our own minds. 


I don’t feel that way about it any more, however. I 
am perfectly willing to take full responsibility for the 
paying habits of every account on those ledgers. On the 
page of every “problem” account, I see reflected there my 
own errors. I have analyzed them many times. Let us 
take just a few! 

Here is a man who came into our office telling us that 
he was not at all pleased with the service or product given 
him by his former dealer. He had heard so much of our. 
splendid service and fine product that he was anxious to 
try it. The flattery was successful. 

| knew that he owed a balance to a competitor of ours 
but here was a chance to get a customer from that firm 
which had been taking some of ours recently. He would 
probably pay. We opened the account. It is still on the 
books. 

Here is another account. This man promised to pay 
on the tenth of the month. He didn’t come in on the 
tenth and I didn’t notify him or call the matter to his 
attention. After all, can you blame him for thinking 
that, perhaps, promises are not so important? 

Another party called. The credit bureau reported this 
as a poor account. He only wanted a small amount, how- 
ever, and I thought we could collect that and be that 
much ahead. We did. It was paid as agreed. Perhaps 
the credit bureau was wrong. Possibly this wasn’t such 
a bad account after all. We then delivered him a larger 
order. He still owes it. 

Here is an account paying $5.00 a month. I know that 
account is unprofitable. We really shouldn’t carry it in 
this manner, but they were so cheerful and pleasant when 
they came in, and they have been doing this for so long 
that I just let it go on in that manner. So it goes, one 
account after another. 

In every case instead of helping these people to become 
better, stronger accounts for not only our firm, but every 
firm in the city, I have deliberately made poorer accounts 
of them—accounts which are liabilities instead of assets. 
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I believe, however, that I am becoming a better credit 
man. I go up to the hotel one noon each week, and there 
I meet other credit men and women of the city—men and 
women who are facing exactly the same problems that I 
am facing and solving them. M€cst of you in this room 
are members of such an organization of credit men. If 
you are not, let me urge you to join that group at once. 
If by chance your city doesn’t have such a group, then by 
all means organize one. 

This organization I am speaking of, is entirely separate 
and apart from the credit bureau itself, although, of 
course, closely affiliated, and working in cooperation with 
the bureau. 

At this meeting, I hear discussed the names of accounts 
on which I am in need of information. This enables me 
to complete my credit records on these particular parties. 
There is a general discussion of credit problems and ideas. 
Here I find just the idea I need to perfect that new sys- 
tem we were d'scussing. 

“Will this plan work?” someone asks. And from the 
other corner of the room comes the answer, “We have 
tried that and found that it would work better if you 
made this change.” ‘Do you know how I can collect this 
account?” someone asks, and the man across the table 
says, “Yes, write to Mr. Jones, his employer. He will 
give you full cooperation.” 

So it goes, back and forth the full length of the table. 
I come away from that meeting a better credit man, bet- 
ter able to fill my position with my company and better 
able to push forward the cause of better credit in my city. 

If you are a regular attendant at one of these groups, 
you know the advantages. If you, however, as I did for 
a year or so, attend irregularly and have the feeling that 
after all there isn’t much to it—‘they just discuss a few 
names and that is all”—try attending every meeting. 
Take an active part in them and you will find, as I have 
found, that there is something gained from those meet- 
ings which we can’t point to—an intangible something 
which at the end of six months makes you feel that it is 
all very much worth while. 

What of the future of these credit organizations? 
First, we have a right to expect steady growth. When 
we watch the acorn fall on the rocky soil and then watch 
the oak tree as it slowly pushes its way up, forcing aside 
the rocks and obstacles of every kind, we come to realize 
the tremendous power that there is in slow, steady 
growth. 

Call it a dream, if you will, but I picture these credit 
organizations becoming more and more a vital force for 
better credit in their respective communities: Organiza- 
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tions which will have for their purpose something greater 
than the mere discussion of lists of names each week, 
which will be something more than mere policing organ- 
izations—organizations which, welded together in the 
National Retail Credit Association, will become a great 
Educational Force. Such an organization will make it- 
self felt in our schools, presenting forcefully to the stu- 
dents the value of Better Credit. It will make itself felt 
the minute a new family arrives in town by explaining to 
that family credit terms in that city and by helping to 
establish the credit rating of that family. 

These great educational organizations, through per- 
sonal contact, statement enclosures and any one of a hun- 
dred other ways, will educate not only the customer but 
the merchant as well to the value of better credit, until 
there is no place for the customer who breaks the law of 
honesty or for the merchant who insists on breaking the 
law of good business. 

Let us—through cooperation—by coming together in 
these meetings, by discussing together our problems, raise 
the whole standard of credit granting. Let us strive for 
a quality of credit service high above that which can be 
measured by a yardstick or a balance. If we organize 
properly and put everything we have into these organ- 
izations, we shall produce a type of credit man, known, 
respected, and trusted for his cheerfulness rather than his 
fearfulness, for his humanity rather than his pomposity, 
for honest endeavor rather than for declarations of high: 
sounding statistics. 

> >» » 


Special Meeting of N. C. C. R. C. Board 


The Board of Directors of the National Consumer 
Credit Reporting Corporation met at a specially called 
meeting at the Jefferson Hotel, St. Louis, Mo., Novem- 
ber 23, 24 and 25. Mr. A. E. Uffert, Elizabeth, New 
Jersey (Vice-President) was elected President to succeed 
A. D. McMullen, deceased. Mr. G. C. Morrison, To- 
ledo, Ohio, was elected Vice-President and Wm. R. 
Arendt, Little Rock, was elected Director of the South 
Central district succeeding the late A. D. McMullen. 

Those in attendance at the meeting included Guy H. 
Hulse, St. Louis; Lawrence McDaniel, General Counsel, 
St. Louis; C. M. Reed, Denver; Wm. V. Trammell, 
Birmingham; L. S. Gilbert, Atlanta; W. M. Milham, 
Kalamazoo. 

District Managers attending the meeting were Frank 
T. Caldwell, San Francisco; J. Vance Wallace, Dallas; 
Charles J. Martin, New York City; Earl Wright, At- 
lanta; and Floyd Habein, Chicago. 

Those attending from the National Office were E. S. 
Tunica, E. A. Uffman, John Byng, C. O. Stiles, J. D. 
Burwell and Arthur H. Hert. 


Robert R. Sesline of Oklahoma City also attended. 








POSITION WANTED 


CREDIT MANAGER—Open for Position. 
Preferably in large city. Seventeen years ex- 
perience on Fifth Avenue, New York City. 
Thoroughly conversant with all matters apper- 
taining to credit, collection and legal phases of 
business. Address Box 121, The Credit World. 








Erwin Kant—Chairman, Organization 
Committee and Largely Responsible 
for Formation of Wisconsin Retail 
Credit Association 


In the write-up, in the November Crepir Wor LD, of 
the formation of the Wisconsin Retail Credit Association, 
Ernest Johnson of Sheboygan was erroneously shown as 
the Chairman of the Organization Committee, this in- 
formation having been taken from a press clipping de- 
scribing the new association. 

Erwin Kant, Credit Manager, Ed. Schuster & Co., 
Milwaukee, was not only the Chairman of the organiza- 
tion committee but took the initiative in forming the as- 
sociation as well, having spent much time and effort in 
pioneering the idea of a state association and bringing it 
through the formative period. He was also chairman of 
the Wisconsin Retail Credit Conference. 

To Mr. Kant should also go the credit for the state- 
ment outlining the purpose of the organization, which was 
attributed to Mr. Johnson in the article mentioned above. 

Mr. Kant has long been an active worker in the inter- 
ests of the National Association and for the betterment 
of retail credit generally. We are sorry that this error 
occurred and gladly make correction. 
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Credit Briefs 


The Associated Credit Bureaus of Iowa at their an- 
nual meeting, elected the following officers: 

L. E. Viele, Council Bluffs, president; Edith Bather, 
Clinton, first vice-president ; L. E. Hedrick, Ames, second 
vice-president and Irwin Greenlief, Fort Dodge, secretary- 
treasurer. Directors: Wm. C. Slupsky, Sioux City; 
Julia McManus, Carroll; Russell Degon, Waterloo; 
Ralph E. Walker, Cedar Rapids; Vincent Borgman, Fort 
Madison; Marvin Cartwright, Boone, and George Man- 
tor, Cherokee. 

> >» » 

The National Office extends its condolences to Mr. 
A. M. Nye, Secretary-Manager of the San Bernardino 
(Calif.) Business Men’s Association, Inc., on the recent 
death of his daughter, Miss Betty Nye, who was killed in 
an automobile accident on November 3. 

> >» » 

The following officers have been elected by the Retail 
Credit Association of New Orleans: President, W. G. 
Finnan ; Vice-President, Hubert Fielder ; Secretary, S. W. 
Kemp. Directors: E. J. Dobard, J. D. Henderson, S. A. 
Mayer, A. E. Maurin, J. A. Smith, A. L. Tassin and 
M. J. Fischer. 

> > » 

Mr. and Mrs. John N. Keeler were guests of honor 
at a banquet given last month by the employees of the 
Credit Reporting Company of Portland, Ore., of which 
Mr. Keeler is president. The occasion was the fifteenth 
anniversary of Mr. Keeler’s management. 

> >» » 

Space prevents listing the activities of the many credit 
women’s clubs in this issue. The Northwest Council is 
planning to double the number of clubs by the next meet- 
ing of the Council in May. 

> >» » 

Ross M. Carroll of Thrift, Inc., Des Moines, Iowa, 
President of the Retail Credit Association of Des Moines, 
has been elected Secretary-Treasurer of the American 
Industrial Bankers Association. 
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Wonderful Attendance at Wichita Meeting 


The ninth annual fall get-together dinner meeting of 
the Wichita Retail Credit Association, held Friday night 
at the Innes tea room, had an attendance of 310 and was 
the most successful ever held. There were delegations 
present from Lamar, Colo., Newton, Pratt, Hutchinson, 
Anthony, Arkansas City, Pittsburg, and Dodge City. 


L. S$. Crowder, St. Louis, general manager-treasurer of 
the National Retail Credit Association, made the main 
address on the subject “Greater Profit Through Credit 
Cooperation.” 

“General business conditions are showing an upward 
trend for the first time in several years,” Mr. Crowder 
said. “Statistics collected by the association show a gen- 
eral improvement both in collections and in sales for 
cash or on credit. 

“Establishment of a uniform system of credit terms in 
a city is one of the ways merchants have found for im- 
proving business. Another new development, working 
well where it has been started, is the practice of making 
a carrying charge on accounts not paid within 60 days. 

“This practice is in use in Cleveland, Youngstown, 
Ohio, Cedar Rapids, Ia., Birmingham, Nashville, and 
other cities and has increased collections materially and 
has educated customers to the idea of prompt payment of 
accounts. It is worth while in any community.” 


Mr. Crowder paid a compliment to the Wichita Re- 
tail Credit Association, declaring it was one of the best 
organized and best managed in the national organiza- 
tion and that it had contributed a lot to improvement in 
the credit business advancement in Kansas and in the 
United States. 

Dr. G. E. Tilton, president of the Wichita associa- 
tion, presided at thie banquet. Dr. Hal E. Marshall was 
toastmaster. The invocation was by Dr. Asa Ferry, pas- 
tor of the First Presbyterian Church.—Wichita Eagle, 
Nov. 24, 1934. 


¢ ¢ 


Among those having a part in 
the program or arrangements for 
the ninth annual fall get-together 
dinner meeting of the Wichita Re- 
tail Credit Association Friday night 
at the Innes tea room were those 
pictured at the right: 

Seated, left to right, they are: 
Dr. Hal E. Marshall, toastmaster; 
L. S. Crowder, St. Louis, general 
manager-treasurer of the National 
Retail Credit Association, who gave 
the main address; Dr. G. E. Til- 
ton, president of the Wichita As- 
sociation, who presided; and C. E. 
Waggoner, general manager of 
the Wichita Association. 

Standing, left to right: H. D. 
Smith, Kansas Gas & Electric Co., 
second vice-president, state mem- 
bership chairman; L. A. Behee, 
Wichita Water Company, chair- 
man of the arrangements commit- 
tee; George Tack, Equitable Life 
Assurance Society, who led the group 
singing; and Royce Sehnert, the 
Wichita Eagle, vice-president.— 
Wichita Eagle Staff Photo. 
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A Revival of Interest in Credit Affairs 


From all parts of the country come encouraging indi- 
cations of renewed interest and enthusiasm in credit ac- 
tivities. In Wisconsin, for instance, at the Madison Con- 
ference in October, 170’ delegates were registered and the 
new state association was formed. 

From Louisiana comes th’s letter (addressed to Mr. 
Crowder), from Rupert F. Cisco, President, Louisiana 
Retail Credit Association : 


In behalf of the State Organization, I want to thank 
you for visiting the various cities of Louisiana and to as- 
sure you that our credit men have profited very much 
by your visit. Certainly there has been a new interest 
created in the National Organization, which we believe 
you will see reflected in an increased membership and 
greater loyalty to the parent organization. 

It is our conviction that it has done a great deal to 
crystallize the determination of our people to inaugurate 
a community credit policy and that some definite steps 
will be taken during the coming year. 

Within the past thirty days, Manager-Treasurer 
Crowder visited ten cities and found evidences of this 
renewed interest at every meeting. 

Des Moines had a meeting of 100 and Cedar Rapids 
100, with 20 more from Iowa City. Davenport’s meet- 
ing had an attendance of 125, with additional delega- 
tions from Clinton, Moline and Rock Island. At Sioux 
City’s meeting there were 100 present. 

At Omaha (the State Convention) there were 29 dele- 
gates from North Platte—300 miles away. The Lin- 
coln meeting had about 200 present. St. Joseph had 100, 
Wichita 310 and Topeka 78, with delegations from Law- 
rence and Manhattan. 

Tulsa had 76 at the noonday luncheon and a large at- 
tendance at its “Open Forum” night meeting. A com- 
mittee was appointed to study interest-charging plans. 

At Joplin there were 130 present, including delegations 
from six neighboring cities. —D. J. H. 














FOREWORD 


HEN the National Housing Act was passed, it 

was estimated that there were 13,000,000 homes 

in need of modernization. F.H.A., in its five 
months of operation, is said to have insured around $20,- 
000,000 in loans. On October 24, it was announced that 
22,659 loans had been made averaging about $430 per 
loan. Based on these figures, it is estimated that around 
32,000 of such Icans have been made. it is, therefore, 
apparent that F.H.A. has not made as rapid progress as 
might have been expected when the Act was passed last 
June. Various reasons have been advanced for the lack 
of expected progress. 


The best answer is to be found in the fear of inflation 
by the incoming Congress. There are some rough spots 
to be hurdled, such as the bonus and the proposed thirty- 
hour week, but, notwithstanding these alarming legislative 
proposals, it seems to be the general feeling in Washing- 
ton that skillful handling will steer the ship of state away 
from the rocks and past the shoals. If it should become 
apparent early in the session that Congress is not inflation- 
minded, F.H.A. loans should greatly increase. 


LEGISLATIVE 
Housing Act May Be Amended 


The coming session of Congress may result in some 
amendments to the National Housing Act. It has been 
suggested that the Act should be brcadened so as to in- 
clude within the insurance provisions of Title I, “Hous- 
ing Modernization,” additional lines, such as furniture, 
radios, washing machines, etc. 


As the Act now stands, only such articles as are actually 
affixed to the real estate are insurable, though the Hous- 
ing Administrator has ruled that if the electric connec- 
tion of a refrigerator is soldered into the house system, it 
is within the Act. Regulations govern this and similar 
situations. Copies are available through your Washing- 
ton Office upon request. 


Congress May Be Asked for More HOLC Funds 


With loan applications in hand and approved, HOLC 
funds are about exhausted. Bills may be introduced in 
Congress calling for additional funds. Possible applica- 
tions in hand and in sight are estimated at around 500,- 
000 but allowing for rejections this number would be 
reduced, it is estimated, to about 250.000 loans which 
would require around $750,000,000 to finance. To some 
extent enactment of this proposed legislation would seem 
to depend upon business pick-up. 
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Hearings on Communications Consolidation 


The Federal Communications Commission commenced 
hearings December 3, on the proposed consolidation of 
wire facilities. With a great deal of data already de- 
veloped and in hand, the Commission is expected to have 
ready its report and recommendations to Congress by 
February 1, 1935, the date fixed for such reports in sec- 
tion 4, subsection (k), of the Communications Act. If 
consolidation does go through, retail credit granters and 
service bureaus should be benefited in one way at least 
and that is in being able to transact their business with 
but one type of telegraph transmitting machine. 


Move for Transportation Coordination 

Railroad Coordinator Eastman is expected to renew in 
Congress his recommendations for transportation coordi- 
nation, including coastwise shipping and inland water- 
ways, as a part of the domestic transportation problem. 
With railroads operating a large percentage of buses and 
pick-up and delivery in L.C.L. shipments, opposition to 
bringing buses and trucks under regulation by the I.C.C. 
is visibly diminishing. 

Prospects for such legislation in the coming session of 
Congress are considered good. I.C.C. regulation, plus 
improved methods of transportation, it is said, will enable 
railroads to obtain new capital with which to finance 
equipment. Maintenance and equipment with new forms 
of operating power, such as electric and Diesel-operated 
engines, it is said, will form an important part in the 
recovery program if the railroads can demonstrate stabi- 
lized operating income. , 


DEPARTMENTAL 


F. H. A. Credit Requirements 


Regulations governing Title II of F.H-A. have recently 
been adopted and are available for distribution. The 
following paragraph in the regulations of interest to bu- 
reau managers has been sent to N.C.C.R.C. headquarters: 
Art. VI, Sec. 3. “A mortgagor must have a general 
credit standing satisfactory to the Administration.” 


News of Retail Credit Survey 


The Department of Commerce, in cooperation with the 
N.R.C.A. Legislative Committee and Washington repre- 
sentative, has been working to strengthen and broaden the 
Retail Credit Survey. The forthcoming annual survey 
will include 84 cities against 29 cities and 12 varieties of 
stores as against 6, in the past. Honolulu has been added 
to the survey as a part of the enlargement program. 

The present survey includes department, furniture, 
jewelry, men’s clothing, shoes, and women’s specialty 
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stores. To these will now be added automobiles, gro- 
ceries, lumber and building materials, heating and plumb- 
ing, hardware, and coal and wood. We have suggested 
that electrical appliances and equipment, including air- 
conditioning systems, be added to the 1936 survey. 


Two New Sections for Commerce Department 
Dr. Wilford L. White, Chief of the Domestic Com- 


merce Section of the Bureau of Foreign and Domestic 
Commerce, has organized two new sections of consider- 
able interest to retailers. They are the Consumer Market- 
ing Section, in charge of Miss Ada Lillian Bush, who 
will be remembered as developing the extent of the re- 
turn goods evil as brought out by our first National Re- 
tail Credit Survey and Mr. C. Judkin, in charge of the 
Trade Association Section. 

Your Legislative Committee and Washington repre- 
sentative are keeping closely in touch with several phases 
of these two sections, viz.: Surveys showing the possi- 
bilities in the way of sales of durable goods to households 
which have sufficient income and financing national trade 
associations, particularly as they are related to codes and 
their operation and management. 

Dr. White welcomes the cooperation of our own and 
other national organizations in these and kindred matters 
in which they have an interest. 


COURT DECISIONS 


An Interpretation of Section 60, Bankruptcy Act 
An Asheville, N. C., druggist, James P. Adams, filed 


a petition in voluntary bankruptcy and an employee, one 
W. H. Blauvelt, prescription clerk and bookkeeper, filed 
a wage claim for $1,361.23, asserting $600 of this amount 
as being “entitled to preference because it represented 
wages earned within three months of the filing of the 
petition.” The debtor did not direct the application of 
certain payments which the creditor received on account ; 
the creditor applying them to the earliest items, the ac- 
count covering a period of six months or more. 

Said the court, Section 60 of the Bankruptcy Act, 
“gives preferential status to claims for wages if earned 
within three months of the commencement of the pro- 
ceedings in bankruptcy; but wages earned prior to such 
three months’ period occupy no such preferred status, and 
there is nothing in the act which permits preferential pay- 
ments thereon. Wage payments are not preferential, if 
applied on wages currently earned; for in such cases the 
payment is made, not on a past due debt, but for a present 
consideration. They become more preferential payments, 
however, if applied on claims for past due wages which 
are not entitled to preference.” Blauvelt v. Walker, 
C.C.A., 4th Cir., 72 Fed. (2d) 915. 


Can Federal Attorneys Compromise Tax Claims? 


What powers do law officers of the Federal Govern- 
Ment possess to compromise cases, particularly income tax 
disputes or claims? In a recent opinion to the Secretary 
of the Treasury, the Attorney General reiterates prin- 
ciples of law governing the same as laid down in a long 
series of cases commencing with the Confiscation Cases in 
1868 and the Swift case of recent years. 

In substance, Government attorneys in charge of claims 
have no power to compromise, except where there is some- 
thing to compromise. If no doubt exists, they must pro- 
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ceed to collection of taxes and other claims, even though 
facts of the case are such as to excite their sympathy from 
the standpoint of equity. On the other hand, if there is 
uncertainty as to a question of law or fact, then a com- 
promise can be made upon the basis of “mutual conces- 
‘eu 

sions. 


An Income Tax Decision on Corporate 


Reorganization 

In these days of corporate reorganization, where credi- 
tors’ claims are exchanged for stock of the reorganized 
corporation, it is a matter of interest to determine how 
the exchange will be regarded in computing income taxes. 
A guide to that determination is afforded in Brick Com- 
pany v. Commissioner, etc., 31 B.T.A. No. 111, Novem- 
ber 7, 1934, in which case it was held that creditors can- 
not estimate the book value of stock received in exchange 
for creditors’ claims and then charge off the difference be- 
tween the value of the stock and the amount of its debt. 

The bad debt loss cannot be ascertained and charged 
until the creditor has disposed of his stock in the newly 
reorganized corporation. In the instant case and as to 
which this principle was applied, the creditors’ committee 
organized a new corporation and distributed stock to 
creditors in proportion to their claims, the creditors 
thereby retaining control of the new corporation. The 
Board held that this was a transaction in which no gain 
or loss resulted and, as stated, no loss could be charged 
off by the creditor until he had disposed of his stock in 
the new corporation. 
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( packages and letters indicate 

your active interest in saving 
human lives and overcoming 
tuberculosis. Use them gener- { 

\ ously. Their cost is trifling, 


their good far-reaching. Funds 
raised by Christmas Seals are 
spent for defense against tuber- 
culosis throughout the year. 


SEASONS GREETINGS 
1934 


t 








TVS 











a0444444444 


) 
; 


, The National, State and Local Tuberculosis 
‘ Associations of the United States 


Buy CHRISTMAS SEALS 
ONC OE AOR UW) 


“DGr “DG “DEY “DE “DG “DE” “DET “DE “DG “DG “DG™ “ac “Er 











31 








Now - - the New “Gold” Series Stickers! 


Printed One Color - - on Special Gold Paper - - Actual Size* 
(1% in. x 2 in.) - - Five in the Series - - Price $3.00 per Thousand 


Pest ee ees es sees ee eee eee eS 





Keep Your Credit 
As “Good As Gold”! 


Prompt payment of accounts, 
according to terms, will build 
a priceless credit record— 


“Worth More Than Gold” 


N.R.C.A, 


[: 
3 
— 
re 


e 


Now—Please? 
We know how easy 
forget. Won't you 
now—please—while you have 
it in mind? 


Payments Build 
More Than Gold” 


© 1934 


N.R.C.A. 


See eee ae eB eee eee ee ee 


SB@eese eee eee se eee eee ee 


Past Due! 


Prompt payment of this ac- 
count is necessary to protect 
your credit record. 


Safeguard your Credit— 


It’s “Worth More Than 
Gold”! 

© 1934 N.R.C.A, 
PRDOARET alg 


Pet eeeeseecee esse eee eeeeeee 





| MEMBER } 
3 3 
4 1 
4 1 
§ National Retail ! 
+ Credit ; 
: Association . 
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Also -- 


A New Insert 


(RIGHT) 


for use with your 
January 
statements 


Printed in two colors—red and 

black—on white paper. Actuai 

size—31,” x 6”—to fit statement 
envelopes. 


A timely message—to fit the 


times! 


Price 


$2.50 


Per Thousand 
Postpaid 


*Exact size of all forms shown 
by dotted lines. 


And - - at the Left - - 
A New “Gold” Emblem 


Sticker 


For use on letters—statements—anywhere! 
Dignified—attractive reminders. Printed in 
one color on Special ‘‘Gold’’ paper. 


Price $1.50 per Thousand 
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Let’s Keep 
the Wheels Turning! 


HE National Recovery Program has 

gone a long way in relieving unem- 

ployment. The Government is con- 

stantly developing new public works projects 

—to put people back to work. Slowly but 

surely conditions are improving and the wheels 
of industry beginning to turn again. 

Let’s keep the wheels turning! Credit, prop- 
erly used—money in circulation—these are 
the dynamos:of recovery. And the use of in- 
dividual credit will help just as much as the 
use of national credit! 

If every American citizen would make a 
patriotic effort to pay up all his bills—it would 
put billions of dollars into circulation. Money 
that could be used to buy more merchandise— 
stimulate production—and put millions back 
to work! 


That’s the quickest way 
to relieve unemployment! 


National Retail Credit 
Association 


Executive Offices St. Louis, Mo. 














Order from Your Credit Bureau or the National Office 
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N.R. C. A. “Standard” 
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0 things. Let us Q) that this account (6) 
x have your remit- SX Six little “persuaders” that you can use to cut has probably been n) 
| tance now—and we your collection costs and get the money with ovetiadinead sad 
can both forget it! a smile. These _ “gentle reminders” speed up we'll appreciate | 
Thank You! collections amazingly because with them you enue commie 
a eee can start the collection process earlier than you Thank You! ; 
could with letters or other methods. : 
— a Over a million a year used by members! If 
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you are doubtful, try a small order and be con- 
vinced. Exact size as shown, printed in two 
tones of blue on gummed white paper. 


PRICE, $2.00 A THOUSAND 


o 


The Inserts 


“Credit-explanation” as well as “credit-educa- 
tion” is the mission of these little enclosures. 
Used with statements and collection corre- 
spondence, they explain the reasons for prompt 
payment, courteously and impersonally. 


Printed in two colors—red and black—on a 
good grade of white paper. Actual size, 34%x 
6 inches. (Reproduced below one-half size.) 


PRICE, $2.50 PER THOUSAND 
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Order From Your Credit Bureau fi. Re m vane 


For the convenience of our members, we are 
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_ , encouraging the retail credit bureaus through- 
NOW that we've out the po. Poe to keep a stock of these col- for this poy 
reminded you, lection helps on hand at all times. It will save a ae 
won't you send time if you will order them from your local appreciated. 
us a check— bureau. We'll be watch- 


please? 


Thank You! NATIONAL RETAIL 
we z CREDIT ASSOCIATION 


1218 Olive St. St. Louis, Mo. 


ing for it! 
Many Thanks! 



































PRR RE REESE © SEBS BEE EES SEE EB EEEES 
The “Who’s Who” is Specht: pr Credit is Faith 
s Merchants’ Pay Day! ; ; 
of Business in Humanity 


HE retail merchant is a public 

OT all of us have our names servant. He serves you faith- 
recorded in “Who's Who” or fully and well and, like any fea DIT —derived from the 

3 the Social Register but— other faithful servant, expects his iA i Latin credo: I beliewe—is 


All of us, whether in high or low payment when due. based on faith— faith in 
“Who’ people—faith in their character and 
State, are catalc ygued in the ho’s . ™ 
” : ‘ determination to, as Emerson says, 
Who” of Business—the records of * “ 
: : pay every debt as if God wrote the 
the Retail Credit Bureau. y 
Each month's charges are due on bill! 
the 10th of the following month. 


"<), K.”— 


What it means 


T= little notation, “O.Ke”, 
on your charge slips, is the 
badge of honor of the retail charge 


Retail charge accounts today are 


based on standard monthly terms: It means that your credit is good 


that you pay your bills promptly 
Here on a little card is kept the life 
history of your credit record—of 
how you meet your obligations or 


don't. 


and accordl rt 
: And he who justifies that faith, who 
Whether you are an employer or an 4 ios Sela bana i 
employee, you know what “pay day” diy Redirect Sse Eo! = 
apart : ae, Pay ee and promises, builds a credit record 
cans! 

m -eless. 

Prompt Pay,” the highest tribute in mie that is priceless 
1 ¢ ts hant’s 
the “Who's Who” of Business, is the see: ode te hant’'s bay day. Fay Credit, never abused, is never refused 
7 

ecord of these who pay retail bills num prompaty ‘ompt payments pro- Pay retail bills promptly. 
m the 10 of ach month mote prosperity and protect your credit. 


National Retail Credit National Retail Credit. National Retail Credit 
Association Association ug Association 


Executive pore Executive 
Offices Offices 
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National Retail Credit 
Association 


Executive Executive - Saint 





Has Your Community Used the 
N. R. C. A. “Pay Promptly” Campaign? 


a Your Nameisim This Whos Who’ 


TWELVE ADS: 


Twelve ads in the cam- 
paign, each covering a 
vital phase of consumer 
credit. 


For complete descrip- 
tion, write for new 
“Pay Promptly” Port- 
folio. 


Sample advertisement 
(in 4” x 6” size) shown 


at right. 
v 








The files of the Retail Credit Bureau contain 
the credit record of every citizen, and every 
member of the bureau has access to this record 


facts are recorded. The records are 
constantly revised through reports 


E consider ourselves fortunate 


to be listed in “Who's Who” 





or the Social Register, but our rating 
in the files of the Retail Credit Bu- 
reau is far more important in our 
daily lis es! 


For here, in this “Who's Who” of 
Business, are listed the credit records 
of the citizens of this community: 
How they pay the grocer, the butcher, 
the other stores, the physician, and 
the dentist—every credit granter— 
or how they don’t! 


No guesswork—no hearsay—only 


from members, periodical check-ups, 
and a close watch over court records 
and other sources of information. 
And each member of this Credit 
Bureau—and of over 1200 affiliated 
credit bureaus of the National Retail 
Credit Association throughout the 
country—has access to these records. 


So, prompt payment of accounts 
builds a credit record of priceless 
value not only here at home but 
wherever and whenever credit is 
needed. 


& 


THREE SIZES 


Each ad furnished in 
three sizes at the fol- 
lowing prices (which 


Use your credit freely and pay all bills include mats) : 


by the 10th or promptly as agreed 8x12 in. $2.00 each 


6x9 in. 1.50 each 
4x6 in. 1.25 each 


“TREAT YOUR CREDIT v 
ASA 
SACRED TRUST PUBLISHER NOTE CAREFULLY Th Space s for 1 tion Signature 
to t t by Y 


If this “Pay Promptly” Advertising Campaign has not been used in your 
community, investigate the possibilities for increasing collections and 
building a community understanding of credit through its use. 


If you have used this campuign, write for details of the 
\d-of-the-Month”’ plan—a«a new monthly service which 


will be developed if enough subscribers are obtained. 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 OLIVE STREET SAINT LOUIS, MO. 





